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National advertiser? 
who ignore small tpwffi 
art jnissing big market 

page 




What? No radio station ever captured a 5()Cc 
share of audience in a six station market before? 
Shucks! WhyM you have to go and tell us! 

You sec, not knowin" it was impossible, we've al- 
ready gone ahead and nailed down 50 r 'c or more of the 
Omaha — Council Bluffs audience during 33 quarter 
hours weekly! That means K'OWH has more audience 
during those times than all other stations combined! 

Why are we gunnin' for a record' 7 Well, the "im- 
possible" is always a challenge; and besides — we love 
to keep our sponsors droolin'! 



Chicago an 
uses only tv, sells 
200 cars a weekend 

pjge 44 
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Storm -clouds alwad? 
Don't trim your sales 

page 46 



Agoin, the November — -Februory 
Hooper scores on oil-time high for 
"Americo's Most tistened-To Inde- 
pendent Stotionl" 

(Average, 8 o.m. — 6 p.m., 
Mon. — Sat ) 
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What 44,000 lis* "i: 
fold a r^' 



OMAHA 





reports what tirm faiuijd 
in its media tests 

page 50 




BULOVA- 




DOES A COMPLETE JOB . 



DO HAVENS AND MARTIN, Inc. 'STATIONS 



t 



WMBG 
WCOD 
WTVR 




Maximum power — ■ 
100,000 watts at Maximum Heigr t 
1049 feet 



A complete job of skilled craftsmanship, 
modern methods and smart design have made 
Bulova a precision timepiece for over two 
decades. Bulova's time signals on the air 
combine service and salesmanship to millions 
of Americans. You can look to Bulova for 
accuracy and dependability. 

Craftsmanship and precision in programming 
are a distinct Havens & Martin, Inc., Stations 
contribution to your selling. Fine entertainment 
and public service have built up large and loyal 
audiences in the rich areas around Richmond, 
join the other advertisers using the First 
Stations of Virginia. 



WMBG am WCOD ™ WTVIj 

FIRST STATIONS OF VIRGINIA 

Havens & Martin Inc. Stations are the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 
WTVR represented nationally by Blair TV, Inc. 
WMBG represented nationally by The Boiling Co. 



Admen burn 
over bump 



Big Nestle 
radio plunge 



The man 
from SPONSOR 



Is 15 rating 
better than 3? 



Ziv sale 
rumors persist 




Agencies are still burning over NBC TV's bumping of U.S. Tobacco Co.': 
"Martin Kane" from Thursday 10-10:30 p.m. slot to make room for "Lux 
Video Theatre." Permanent preemption of time hits agencies where 
it hurts. It's believed top agencies are seeking way to solve prob- 
lem in future. Agencies want "rights" of air advertisers who invest 
time and money in time period defined. "Martin Kane" has been on 5 
years. Kudner, which built Kane package, isn't saying but rumor is 
agency, client may take issue to equity court. 

-SR- 

Nestle $6, 000-weekly campaign on WNEW, New York, is probably record 
bu y on. single rad i o station. Nestle *s signed contract for $211,000 
(time and talent) through end of year, via Sherman and Marquette. 
If saturation pays off campaign on key stations in other markets may 
follow. Nestle 1 s $6,000 gives it morning-through-midnight continuity 
of impact. Another recent Nestle buy: 350 ABC Radio stations for 
"Space Patrol." WNEW buy is for Nescafe (instant coffee). 

-SR- 

Look for increased air campaign for Cliquot Club sod a now that Cun- 
ningham & Walsh has account. Agency (when it was Newell-Emmett) 
launched Pepsi-Cola jingle which brought fabulous success. (For 
anecdote on how agency team went to work to toss up preliminary 
Cliquot jingle ideas, see article this issue in which SPONSOR writer 
tells of week he spent working as jun ior e x ecutive at C&W, page 37. ) 

-SR- 

Fact ratings are risky index of what you buy has rarely been better 
shown than in new ABC daytime radio presentation "Millions of Num- 
bers." ABC says 15.9 rating of one major tv show is actuall y equiv- 
alent in homes reached to 3.5 radio rating. Yet many make fast evalu- 
ation on basis of numerical rating only. 

-SR- 

Rumors Music Corp. of America will buy Frederic W. Ziv, film and 
transcription giant, persist. Firm's biggest asset, aside from vault 
of properties good for years of reruns on radio and tv, is sale s 
knowhow of Fred Ziv. 



I 
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| Mystery-detection dramas on network radio range from $1,500 to $6,000 

There are some 15 half-hour mystery and detection dramas currently on 1 fjjfj|( C 3 Tt6 Tj MBS S 1 850 

network radio. Of these, nine are available for participating sponsor- I 

ship under special sales plans. Mutual's Multi-Message Plan, for in- I [fig Sl1300Wj MBS (participation) ... $ 2,100 

{stance, offers (among other shows) "The Falcon" and "Official Detec- I v T I I U n II ODO P 0 AIM} 

five" at $1,500 per participation, "Counterspy" and "Bulldog Drum- I TO'uTS I Tilly, JOMiny LFO 1 1 3T, UDO. . 6 0.4UU 

I mond" at $2,100. Sponsored non-sales-plan shows range from $2,000 £ _ j «i l] n r*h PQQ C A Cflfl 

I ("Mystery Theatre," ABC) to $6,000 ("Big Story," NBC). J "■'» 3(10 WlSi NUlIf!,, UDO i4,0UU 

For a sampling of talent costs (excluding time) of other radio network Suspense, CBS S 5,000 

mystery-detection shows, see list at right. Complete roster of all radio I n»n|ynot WDH P C Ef|n 

f shows on four networks appears in Comparagraph. starting page 89. J UldgllUI, NDU 0 0.0UU 

SPONSOR, Volume S, No. 6. 22 March 1951. Published biweekly by SPONSOR Publication. In . at 31V Eln Av- Jla'-in M Ei 

eulatlon Offices 40 E. 49th St.. New York 17. S8 a year in t*. S. S9 elsewhere. Entered as second class matter 29 January 1949 at Baltltn re. Md P si' 5 e under A I 3 Mirth 1«79 
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Home" gets 
quick start 



Will Pat Weav e r's "Home" repeat success of his "Today"? Admen seeking, 
answer will note that NBC TV had 9 clients sold before show debuted. 



That's progress at far faster clip than "Today" enjoyed in * 52. 



The 



9: Alcoa, Sunbeam Corp. „ Pepperell, General Mills for Betty Crocker 
cake mixes, Helena Rubinstein, James Lees & Sons,, American Greeting 
Card, Dow Corning, Avco Division of Crossley Manufacturing. 

-SR- 

Men in "Home's" Prediction: If "Home" can carry its mortgage of high production costs , 
future? it will eventually be on Saturdays to reach men. Though show beams 
at women, pictorial reports on specialty furniture, appliances have 
male interest. Sometimes overlooked is fact shelter books have male 
readership. "House & Garden," for example, had 61 men readers per 100 
copies in July '53 Starch. Though shelter books are prime target 
as "Home" guns for billings, NBC is taking on whole range of slicks 
in moving to compete with magazines — on tv an d radio. 



War ended P&C 
newspaper test 



How much more 
is tv worth? 



Publicity like 
Russian roulette 



-SR- 

Now it can be told: P&G might today be putting bulk of its media 
dollars into b lack-and-white instead of radio and tv if Pearl Harbor 
hadn't knocked out $500,000 year-long newspaper test in 1941, accord- 
ing to W. D. Hogue, P&G of Canada ad director. He ran test for Ivory 
Soap at time. P&G spends some $80 million (PIB shows $29 million for 
radio and tv). For article on "How Block Drug tests media" see p. 50. 

-SR- 

Rule of thumb from central office of retail chain: Buy tv on basis it 
delivers twice as much impact as radio, 3 times at most. Where cost 
for same circulation on tv exceeds radio by more than 3 times (as is 
frequently case especially in new tv markets ) , central office advises 
against tv. Actually executives feel radio is better buy for stores. 

-SR- 

Perils of a program publicity man are illustrated by "Time" cover story 
on Jack Webb, "Dragnet" director-star. Story is million-dollar pub- 
licity break but leaves impression of Webb as poor-boy-on-the-make- 
don ' t-get-in-my-way type. That doesn't jibe with picture of Friday, 
cop-who-only-wants-f acts. What can happen when publicity paints pic- 
ture of star which varies from his air personality was shown in re- 
cent Godfrey hassles. Godfrey rating has declined since incidents. 



Xcic notional spot radio and tv business 



SPONSOR 



PRODUCT 



Burlington Mills, NY Cameo Stockings 

Colgate-Palmolive Co, Cashmere Bouquet 
Jersey City, NJ 

Delaware, Lackawanna Blue Coal 
& Western Coal Co, 
NY 

Ford Dealer*, Wash, DC Used cars 

Shell Ocl Co, NY TCP gasoline 

Shell Oil Co. NY TCP gasoline 



AGENCY 



STATIONS-MARKET 



CAMPAIGN, start, duration 



Donahue & Coc, NY 



Sherman & Marquette, 
NY 



SSCB. NY 



( Walter Thompson, 
NY 

J Walter Thompson 
NY 

| Walter Thompson. 
NY 



10 major radio mkts throughout Radio: 20-30 10-scc anncts a da; 7, 8, 
country 9, 28, 29, 30 Apr; 6 da 



50 scattered mkts 
20 Eastern mkts 



Radio: daytt min anncts; early Apr; 26 
wks 

Radio: early-morn min anncts; 16 Apr; 
10 wks 



25 radio stns in Wash dealer Radio: chnbrks, min anncts: 15 Mar; 2 
distr wks 

5 radio mkts in South, Southwest Radio: min anncts; 25 Mar; 6-13 v*ks 

5 tv mkts in South, Southwcsr Tv: 20-scc. min film anncts; 25 Mar; 

6-13 wks 
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Represented by 

MEEK 

NEW YORK 




to successful selling 
in the Lehigh Valley 

An enthusiastic, sports-loving audience yours on 
WLEV-TV, now carrying top events in every major sport 
activity from Madison Square Garden — boxing, 
hockey, basketball, swimming, and the Golden Gloves. 
Each event has iour segments, at S125 per segment, all 
inclusive. Each segment gets three and one-half 
minutes commercial time per event. This includes 15- 
seeond opening and elosing sponsor identification; 
two one-minute announcements; six 10-serond ad libs 
during play-time. Baeked-up by extensive promotion on 
the local level, it s a great selling opportunity. 
Of equal importance is [lie WLEV-TV complete local 
sports programming, filmed by mobile units and 
processed in the station's own modern laboratories. 
Cash in on the WLEV-TV sports-loving audience. 
It's your sure ticket to successful selling in the 
large, rich Lehigh Valley. Buy WLEV-TV. 
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the magazine radio and tv 



advertisers use 





ARTICLES 



l(/<*iif*;/iii(f it for a wwk 

SPONSOR'S Charles Sinclair spent week at Cunningham & Walsh, got working 
acquaintance with junior agency executive's life. Here are his impressions of 
week that began 4:30 in the morning Monday I March 

What do clients think of network spot curriers? 

Although broadcasters have been battling pro's and con's of spot carriers for 
some months now, almost no one's asked the sponsor — the man who'll make the 
final decision on this issue — for his opinion 

Siiififf-foirn /I i ii €*!•«*«. • how to reach it 

National advertisers who ignore small towns are missing out on 30% of total 
retail sales. Most economical way to get full coverage is through radio net- 
works like MBS and Keystone Broadcasting Co. 

How Jim Moron been me Mo. I Hudson denier 

Chicago dealer has been using tv exclusively for six of his nine years in 
business. Today he grosses $26 million, sells 200 cars a weekend 

Storm clouds ahead? Don't trim your sales 

Why broadcast media are good bets when business looks bad. Four hypotheti- 
cal case histories dramatize typical attitudes towards air advertising 

What i UtOO listeners said about radio 

Letters sent to WCBS, New York, for "Why I like radio" contest reveal chang- 
ing pattern of radio listening, show how radio fits Into listeners' lives 

How to test media 



.17 



12 



44 



IS 
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Part 19 of SPONSOR'S All-Media Evaluation Study gives pointers on media 
testing from George J. Abrams, advertising director of Block Drug. Abrams _ 
tells what his firm learned from hundreds of media and copy tests 

How to use new CKS tv set count 

How advertisers and agencies can use CBS tv set count figures to calculate 

set growth in future for various markets «' f 
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TIMEBUYERS AT WORK 

AGENCY AD LIBS 

NEW AND RENEW 

MR. SPONSOR, William Pergusson 

P. S. 

49TH & MADISON 

FILM TOP 20 

NEW TV STATIONS 

AGENCY PROFILE, Alvin K a takes 

RADIO COMPARAGRAPH 

SPONSOR ASKS 

TV RESULTS 

ROUND-UP 

NEWSMAKERS _. 

SPONSOR SPEAKS 



Editor & President: Norman R. Glenn 

Secretary-Treasurer: Elaine Couper Glenn 

Editorial Director: Ray Lapica 
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Circulation Department: Evel.r, Sn+7 (S| 
scription Manager), Ervly Cutillo, Morton 
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Secretary to Publisher: Augusta Shearman 
Office Manager: Olive Sherban 



E'sifcholoffical aspects of media 

Part 20 of SPONSOR'S All-Media Evaluation Study presents an analysis of _ 
what psychologists have discovered about advertising in different media 

Why Vitamin Corp. uses network tv 

Vitamin Corp. of America spends 60% of $2 million budget for network tele- _ 

vision, has upped sales over 300% in three years ; » 
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BEAUTY IS 




BEAUTY DOES! 



(AND KTHS DID IT!) 



Here at KTHS we are mighty proud to be the onlj 
50,000-watt station in Arkansas — the only station that 
can "deliver" most of the State. 

That in itself is a pretty story. But prettier still are 
some of the selling jobs we do. Here's what 0. J. 
Parham, President of 0. J.'s Beauty Lotion Company 
of Shreveport, wrote us recently: 



"Your know-how, your willing and efficient cooperation, 
and KTHS's power to deliver to all parts of Arkansas 
has proven tremendously effective in creating a greater 
demand for our product. 

"As proof positive of your complete coverage of 
Arkansas, our sales volume figures show that each 
section of the State has contributed toward this sub- 
stantial increase in the demand for O. J.'s Beauty Lotion." 

KTHS gives interference-free daytime coverage of more 
than o'/j. million people — primary daytime coverage of 
more than a million people! And those people LTSTEN! 

Ask your Branham man for the whole KTHS story. 



50,000 Watts ♦ t » CBS Radio 

Represented by Th.e Branham Cos 
Under Same Management as KWKH, Shreveport 

Henry CJay, Executive Vice President 
B, G. Robertson, General Manager 



KTHS 

BROADCASTING FROM 
LITTLE ROCK, ARKANSAS 
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New RCA 12.5-KW UHF Transmitter 

combines simplicity and reliability with high-quality performance for color 



TuiS IS the high-power UHF trans- 
mitter you've waited for. A transmitter 
as simple, as reliable, and as easy to 
operate as your standard broadcast 
transmitter. A transmitter with no trick 
tubes, no trick circuits, no cumbersome 
dollies. A transmitter which requires 
no modification to meet FCC color 
specifications (or superior mono- 
chrome quality standards). 

This new RCA 1 2. 5-kw UHF Trans- 
mitter uses conventional-type tubes 



throughout, including the new small- 
si/e RCA-6448*s in the aural and visual 
output stages. These are the kind of 
tubes your engineer knows and under- 
stands, and they are used in the kind 
of circuits he is used to working with. 
Not only are these tubes better than 
complicated types, but you can get 
them from any RCA tube distributor. 

This new RCA 1 2. 5-kw UHF Trans- 
mitter is the result of several years of 
intensive development work. Actually, 



RCA could have shipped high-po 
UHF transmitters sooner if the ei 
neers had been content to meet o 
nary performance standards. But R 
engineers insisted on performa 
which would provide both supe 
monochrome pictures and excel 
color performance. This turned ol 
be much harder than expected, 
taining wide-band response, strai 
line linearity and constant phase > 
necessary for color is difficult. H 
ever, one by one the necessary tire 
were worked out until finally the 
sign was perfected. 

Now we have it. A transmitter 
is designed jor color. With this tr, 
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OK FOR COLOR 

Tlw TTU-I2A Transmitter, like oN RCA TV T.w 
mttt*r* now In production. It doslgnod to «* 
fully tho now FCC Color Standards and to fW 
Man-quality color pictvra Iransmhtlon whan » 
with RCA Color VMoo Input Equipment. 




UHF 



type Tubes 



ter, ^hen color comes to your 
ion, you will have no extra cost for 
( ismitter conversion. 

"hose who have waited for this 
ni ismitter will he happy they did. 
lose who have not ordered yet, may 
v do so with assurance. Those who 
Hpl have doubts may see it in oper- 
1 m at Camden. See your RCA Repa- 
rative to arrange an inspection trip. 

kl FOR BULLETIN . . . For complete infor- 
i on on the RCA 1 2.5-kw UHF 
r smilter — coll your RCA Brood- 
e Representotive. Ask for the 

J' illusrroted, 1 2-poge bro- 
e describing RCA's Hi- 
if'er UHF tronsmitter. 





Conventional, small-size, 
RCA 6448 Tetrode used in the RCA 12.5-kw UHF Transmitter. 




RCA-6448 Power Tetrode— 
heort of the TTU- 1 2A, I 2.5-kw 
UHF Tronsmitter. 

It is used in the kind of circuits 
every station mon knows how 
to tune. 

It soves power and tube costs 
(up to $34,000 over a ten- 
yeor period). 




It's small, fits into eosy-to- 
hondle covity assembly. 



VVjgKj It's o standord type — con be 
^"slJ^iJ. obtoined from your locol RCA 

^C y y Tu 




rube Distributor. 



One type covers the entire 
UHF bond, 14-83. 



RCA PIONEERED AND DEVELOPED COMPATIBLE COLOR TELEVISION 
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PACIFIC COAST'S 
2nd 

LARGEST MARKET 

"OAKLAND 
SAN FRANCISCO 
BAY AREA" 

with KLX 

The Bay Area's Dominant and 
Only independent station 
broadcasting 

5000 WATTS 



DAY 



KLX 





No. 1 in News • Sports • Music 
THE TRIBUNE STATION 

TRIBUNE TOWER 
OAKLAND, CALIFORNIA 

Represented Nationally by 
Burn-Smith Company 




Maria Caracas, Hilton & Riggio, Xew York, 
iasists "a timebuyer at a smaller agcacy caa get as 
good or better availabilities as one at a larger 
shop, because she must be in coastaat close contact 
with her clients, a/e and statioa reps." Among 
her recent bins Maria aumbers Mageie \Ic.\ellis 
on IV ABC TV, Sundays 11:00-11:15 p.m. for 
Coloaial Airliaes: The Lillle Thealr<\ IV\BT 
Saturdays, 11:15-11:30 p.m. for Hegeat Cigarettes: 
Tommy llearich, ABC TV, Saturdays 6:00-6:15 p.m. 
tor Emerol Mfg. Co. 



fpaillll' ilahr, Comptoa, Sew York, fiads that 
the combinatioa of a powerhouse plus a local inde- 
pendent station is usually the best way to get a 
spoasor's message into a radio market. "If'ith that 
combiaatioa,'' she says, ""you have the double beaefit 
of strong network programing adjacencies and the 
frequency impact of many ecoaomic aanouaceaxeats 
near music and news." Jeanne's accouats are 
aimed at women consumers: Chase & Sanborn 
Coffee, Tender Leaf Tea and Yes Tissues. For Chase 
& Sanbora she buys nighttime tr, daytime radio. 



Hiclmrd Trest, Benton and Bowles. \ rif York, 
feels the effecti'veaess of spot announcements is 
largely due to the waste coverage eliminated through 
their flexibility. lie would like to see the jurther 
dereloprneat of aetworks tailoriag statioa line-ups 
to coincide with sectioaal distribution patteras 
particular to many large advertisers. For ia that 
way, sponsorship of high quality prograaiiag is 
made available which could not be afforded on aa 
individual statioa basis. Among his accouats: 
1/ <£• H Dietetic labs.. C.E. Chemical Division, 



l*etor .11. Itariluch. Foote. Cone & Beldiug, 
.\ew York, says that the timebuyer' s job in huyiag, 
spot tv is becoming more a job of judging in- 
tangibles than ever before. "With aiore advertisers 
retaining valuable tv time Iraachises," he told 
±vo\-oh. "ire have to coasider the effectiveness of 
buying into locally produced shows, la those cases- 
it becomes a question ot picking the right format 
and judging audivnct appeal in relatioa to 
product. In other uords. whether the local appeal 
of a show can offset possible lower ratings." 
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nothing Works I*ike \NTantmanship 



Putting the yearn on everyone to want something more, 
new or better. That's TNtantmanship, the Crosley Group's dynamic new dimension 
In selling. Typical of the Group, WLW-T, Cincinnati, uses top talent — professional want-makers, 
to make wants real and urgent. TWanlmanship explains why the Crosley Group 
makes more sales faster, at less cosl, than any other medium or combination. 



the 



be 



WLW 
WLW-A 
WL.W-C 
WLW-D 
WL.W-T 



Radio 

Atlanta 

Columhm 

Daylnn 

Cincinnati 




Exclusive Sales Offices: 
New York, Cincinnati, Dayton, 

Columbus, Atlanta, Chicago, Hollywood 




W KOW 

in Wisconsin in 

DAIRY INDUSTRY 
NEWS COVERAGE 



(RADIO DIVISION) 



m 



Awarded by 
American Dairy Association 




OF WISCONSIN 




2,181,504 COWS 

AND LOTS OF PEOPLE, TOO! 



• Cows that help produce an income of over $3-1/3 billion, 
and people who spend over $2-1/2 billion of it at the retail 
level. 

• 139,140 radio farm homes with a per household net income 
of $8,055. 

• 605,290 radio homes. 

• That's the profit picture of WKOW's 53 county market. Make 
your bid with the low cost coverage of Wisconsin's most pow- 
erful radio station. For more facts see your Headley-Reed man. 

WKOW 



Wisconsin's most powerful radio station MADISON, WIS 

Represented Nationally 
By Headley-Reed Company 
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by Hob Foreman 

Without question, television is the most emotional medium 
with which we in the advertising business have as yet tangled. 
I'm not referring to the erratic, erotic and neurotic forms of 
life with which we must deal regularly hut to the manner in 
which tv envelops and affects its viewers. 

Few, if any, people were able to resist taking sides in such 
an epochal affair as the Godfrey-La Kosa schism. Millions 
more than "I" actually love Lucy. Countless tears arc shed 
when Jane Froman does a simple dance step. Many thou- 
sands of extremely personal letters arc written to Pinky Lcc, 
the Lone Ranger and Art Linkletter. 

What causes folks to react this way? A simple psychologi- 
cal principle known as self-identification. It is this penchant 
the audience has for identifying itself with characters it 
comes to know that is the greatest asset as well as the greate>t 
challenge of the medium. 

Our drama is as good as its Identity Quotient. Same goe> 
for our situation comedy, audience participation and, as 
Berle discovered, even our comics. (Hence the new Bene— 
the fall guy — the butt of the jokes.) 

This rapport has made situation comedy of the type so fre- 
quently seen in tv eminently successful. The premise i* sim- 
ple indeed (the technique not quite so simple). 

Women make up the bulk of tv viewers. Look at the audi- 

{ Please turn to page 81) 

piiiiiiiiiiMiiin^ 'irifflitiMifliiN c 1 

| Why Foreman says tv talent should sell: 

1 I. Tendency of tv audience to identify itself with characters 
M makes it emotional medium. A program is as good as its 
J Identity Quotient, no matter what the format is. 

1 To take full advantage of show sponsor should get. value 

§§ of this self-identification in commercials, too. Few shoivs. 

B though, use stars as sales reps — in character. 

■ 3. Any talent who accepts money for appearing on sponsored j 

jj tv show should be willing to help shoulder sales burden. Emo- 

g tionul appeal of star gives message new meaning. 

'iiuiiiiiiiiiiiu >tmi iwiiw * xm -1 



"TO 

PUSH 

A PRODUCT 
YOU GOTTA PUT 

STRENGTH 

BEHIND IT" 




And we've got the muscle . . . 
FOUR TOP DISC JOCKEYS, 
whose programs establish 
KSDO as San Diego's first 
station ... the one with most 
listeners.* 

May we show you how KSDO 
can help yau muscle-in on this 
billion dollar market. 



*HOOPER and 
NIEISEN 



KSDO 



3 130 KC 5000 WATTS 





Representatives 

Stubbins - los Angeles 
McGovren - Son Fioncisco 
Peorson. Co. - He* forW> 
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THE 

MORNING 
SHOW 

7 to 9 am 

Monday through Friday 

No other program in network television will 
match this show in flexibility and economy. 

It will open network television to budgets of 
all sizes, fit every sales calendar. 

It will cover markets with almost 80% of all 
television homes— of an over-all price (time 
and talent) that's the loicest in all television. 

It will be available in 20 segments per day- 
daily, weekly, monthly, or as a single insertion. 

With all these advantages, a sponsor will have 
the easy, powerful lift of personalized selling. 
Walter Cronkite, host, will present news of 
your product -and, with Charles Collingwood. 
the news of the world. . .and of sports, plays, 
books, and movies. . .with the forecast of the 
weather, the exact time, popular music. 

So get an early start on "The Morning Show" 
— and watch your sales curve rise and shine. 

CBS TELEVISION 




your advertising dollars go further 

on San Antonio's KGBS-tv 




Tom HartMVt tabs Dlrectar . > . Ill Cast S7th, Naw York 



Natlanal Raproaataflvas t 



i » Si * » 



m t * m Kat* Agancy 



New and renew 




/IT 
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iVeio oh Television \etworks 

SPONSOR AGENCY 



Aluminum Cooking Utensil 
Co. (Wear-Ever prods), 
New Kensington, Pa 

Carter Prods, NY 

Corn Prods Refining 
Co, NY 

Gen Fds, Franklin Baker 
Div, Hoboken, N) 

Cen Fds, Post Cereals 
Div, Battle Creek, Mich 

Cen Mills, O-Cel-0 Div, 
Buffalo, NY 

Liggett & Myers Tob, NY 

Philip Morris & Co, NY 

Nash-Kelvinator, Detr 
O'Cedar Corp, Chi 
Plymouth Div, Chrysler, 
Detr 

Reardon Co, St Louis, Mo 

Renuzir Home Prods, 
Phila 

Sapolin Paints, NY 



Fuller & Smith & Ross, 
NY 

SSCB, NY 

C. L. Miller, NY 

YR, NY 

YR, NY 

Comstock & Co, Buffalo 

Cunningham & Walsh, 

NY 
Biow, NY 

Ceyer, Detr 
Turner Adv, Chi 
N. W. Ayer, Phila 

Krupnick & Assoc, 

St Louis. Mo 
Feigenbaum & Wermcn, 

Phila 

Kastor, Farrell, Chesley 
& Clifford, NY 



STATIONS 



NBC TV 42 

CBS TV 114 
CBS TV 55 

NBC TV 49 

CBS TV 33 

NBC TV 49 

NBC TV 46 

CBS TV 38 

CBS TV 57 
CBS TV 103 
CBS TV 124 

NBC TV 49 

CBS TV 40 

CBS TV 40 



PROGRAM, timo, start, duration 

Home; W, Th 11 am 12 n; 3 Mar-31 Dec; <">5 
partic 

Meet Millie; alt T 9-9:30 pm ; 23 Mar; 52 wks 
Carry Moore Show; alt M 1:45-2 pm ; 15 Mar 

no. wks not available 
Today; M-F 7-9 am; 2 Mar; 2B partic; 11 wki 

Portia Faces Life; M-F 1 15-30 pm; 5 Apr; 52 
wks 

Today; M-F 7-9 am; 3 Mar; 13 partic; 13 wks 

Spike (ones Show, Sat 8-8:30 pm; 13 Feb; 7 wki 

Public Defender; Th 10-10.30 pm; 11 Mar; re- 
places Philip Morris Playhouse 
Danger; alt T 10-10:30 pm; 16 Mar; 13 telecasts 
Meet Millie; alt T 9-9;?0 pm; 16 Mar; 52 wks 
That's My Boy (Eddie Maychoff) ; Sat 10-10:30 

pm; 10 April; no. wks not available 
Today; M-F 7-9 am; 9 April; 17 partic: 10 wks 

The Morning Show; T, F 8:55-9 am (Margaret 
Arlcn cut-ins); 30 Mar; no. wks not available 

The Morning Show; W, Th B:55-9 am (Margaret 
Arlcn cut-ins); 7 Apr; no. wks not available 





2. 



Renewed on Television Networks 



SPONSOR 



American Tob Co, NY 

Colgate-Palmolive-Peet, 
NY 

Cen Fds (Inst Maxwell 
House), NY 

Cen Fds (Sanka, Swans- 
down), NY 



AGENCY 



BBDO, NY 
William Esty, NY 
Benton & Bowles, NY 
Y&R, NY 



STATIONS 



CBS TV 149 
CBS TV 67 
CBS TV 157 
CBS TV 73 



PROGRAM, time, start, duration 

Private Secretary; Sun 7:30-B pm: 28 Mar; 52 

The Big Payoff; M, W. F 3-3:30 pm; 29 Mar; 
52 «.ks 

Red Buttons; M 9:30-10 pm; 22 Mar; 52 wks 
Our Miss Brooks; F 9:30-10 pm; 2 Apr; 52 wks 




(See page 2 for New National Spot Radio and Tv Business) 



3. 



Advertising Agency Personnel Changes 

NAME FORMER AFFILIATION 



Sam L. Austin 
Cean Boroughs 

Alvan C. Campbell 
Vernon E. Creese 
Arthur E. Duram 
Ken R. Dyke 
Martin Fritz 
Donald Frost 
Richard H, Codon 

Marijean Isaac 

J. L. Kaufman 
Bob Kirschbaum 
William Lowe 

Don McCee 

Herbert J. Miller 

Mrs. Jean Wade 

Rindlaub 
Clark F. Ross 
Charles R. Ruston 

Perry Schofield 
Fred Schuster 
William Stewart 
Herbert A. Vitriol 
Edwin A. Wilhelm 



Chi Mercantile Exch, Chi, dir pub rels, adv 
Indep tv film packager 

KANC-TV, Waco, Tex, stf 

Cates Rubber Co, Denver, asst to ind'l adv mgr 

Fuller 6 Smith 6 Ross, NY, dir tv 6 radio 

YOR, NY, vp chg pubficity, pub rels 

Buchen Co. Chi, dir media 

Compton, NY, acct exec POC 

KHQ, Spokane, prog dir 

Arthur Meycrhoff, Chi, NY rep 

Crant Adv, Hywd, mdsg, prom consultant 
Kenyon & Eckhardt, NY, copy stf 
Look Mag, NY, exec ed 

D-F-S, SF, vp 

Walter Scott Adv, NY, head 

BBDO, NY, vp (copy grp hd) 

Ross Adv, St Louis & KC, owner 
Colgate-Palmolive, Jersey City, NJ, natl mdse 
mgr 

Joseph Katz Co, NY, exec vp, creative dir 

Compton, NY, acct exec Standard Brands 

Compton, NY, acct exec P&C 

Crey Adv, NY, vp, dir mktg 

Maxon, NY, prodn exec, Cillette radio-tv shows 



NEW AFFILIATION 



Bozell & Jacobs, Chi, vp 
White Adv, Tulsa, Okla, acct exec, new bus 
m?r 

Southwest Adv, Waco, Tex, tv dir 
Galen E. Broylcs Co, Denver, acct exec 
Same, vp chg natl tv & radio opcrs 
Same, also dir branch office opcrs US 
H. W. Kastor 6 Sons, Chi, dir media 
Same, vp 

West Pacific Adv, Spokane, acct exec, dir of 
radio 

Blaine-Thompson Adv, NY, dir pub rels, 

publicity, comml div 
Same, hd creative & mdsg dept 
Crey Adv, NY, radio-tv copy grp hd 
Hewitt, Ogilvy, Benson & Mather, NY, asst 

to pres 

Buchanan & Co, SF, vice-chmn pins bd, acct 
exec 

Ross Roy, NY, contact RCA Victor Custom 

Record acct 
Same, bd dir 

Walter McCreery, Beverly Hills, Cal, dir ind'l div 
tiwin, Wasey, LA, acct exec, mcmb plans bd 

Lcnnen & Newell, NY, vp, copy grp hd 
Same, vp 
Same, vp 

SSCB. NY, vp. acct exec dept 
Same, exec chg tv-radio dept 



► 



In next issue: New and Reneiced on Radio Networks, Na- 
tional liroadcast Sales Executives. New Agency Appointments 





A umbers alter names 
refer to \ ew and Re- 
new category- 

William Lowe (3) 

John D. Stacy U> 

Vernon Creese (3) 

lean Rindlaub 13 1 

//. A. Vitriol <3) 



22 MARCH 1954 



15 



22 MARCH 1 954 



Afir ami rvnvtt 






4. 



5. 



6. 



Sponsor Personnel Changes 

NAME FORMER AFFILIATION 



Richard R. Adams 
Franklin Bell 
H. A. Browe 

Miry L. B'own 
Barney Corson 
Joseph F, Cullman )r 

Joseph F. Cullman III 

). H. Davidson 
Hc-bcrt E. Dclp 
Anthony Dillrn 
Robert C. Criffin 
Benjamin Harrison 

W. R. Hubcr 
Rodmm Jacobs 
Se'mour Mintz 
William D R-ndolph 
Albert J. RtiseDraugh 
John D. Stacy 
A Phil Stone 



Welch's Crape Juice, asst mgr Western div 
H. J. Heinz Co, Pittsb, dir adv, pub rcls 
Motorola, Chi, white goods sis mgr 

Harriet Hubbard Aycr, NY, pub mgr 

Tidy House Prods, Shenandoah, la, dir mdsg 

Benson & Hedges, NY, chmn & prcs 

Benson & Hedges, exec vp 

IT&T, Coolcrator Div, Eastern sis mgr 

f> "iinn'p, 'adin fj Osmn 

CBS-Columbia. NY, Eastern sis mgr 

Wcl-h's Oraoe Juice, Wcsif.eid Nf, sis stf 

Wc Sinsrhouse Elc: Supply Co, Atlanta, sis mgi 

SE district 
Culf Oil. Pittsb. Ren mgr retail mkts 
Cc-ald 0 Kaye & Assoc, NY, asst adv mgr 
Admiral Corp, Chi, vp 
Apo'ian'e mdsT & sis exec 
Phiko Co-p, Phih, sis m^r rcfrig div 
Jacob Ruopcrt Brewery, NY, sis prom mgr 
Philco Corp, Phila, district mgr 



NEW AFFILIATION 



Same, mdsg mgr 

Same, chg adv, pub rcls int'l bus 

Sylvania Elec Prods, Chi, Midwest district 

mgr, radio-tv div 
Lever Bros, NY, brand adv asst 
Same, adv mgr 

Philip Morris, NY, dir, chmn of exec comm (BS 

now subsidiary of PMI 
Philip Morris, NY, vo, dir (B&H now subsidy 

of PM) 

CBS-Columbia, NY, Eastern sis mgr 
CBS-Columbh, district mgr Kans City 
Same, Chi, Midwestern sis mgr 
Same, field sis rn'r 
C, F. Saucr Co, Richmond, sis mgr 

Jame, gen mgr pub rels 
Boil-Quik. NY, .->dv mgr 
CBS-Columbia, NY, prcs 

CBS-Co!umbia, district sis mgr southern tcrr 
Same, vp chg sis rer-ig div 
Boil-Ouik Co. NY, sis p-om mgr 
CBS-Columbia, district mgr hq Denver 



Station Changes ( reps, network affiliation, power increases) 



KAB\, Ketchikan, Ahska (cce "Midnight Sun Bdcstg" item) 

KCTY, Kansas City, Mo, o-jcr tcrm.'natcd 28 Feb by Du Mont 
Labs 

KCMO-TV, Kansas City, Mo, now orimary affil Do Mont 
( colTim KCTY, now „f< -;.) 

KFEL, Denver, sola by Gene 0"Fallon to KIMN, Inc (A. L. 

Clasmann, pics). O'Fa Ion .cams K tL-iV, K. tL-f-M 
KCBT, H.'rlingen, Tex, special ic? Spanish lang prog, Richard 

O'Conncll 

im'fl, lu-i"t|, /*'-<■!<-> ••m ; -<--'-» >■■•» R-"-' item) 

KLIK, Jefferson City, Mo, new natl rep Adam J. Young 



KULA-TV. Honolulu, to become ABC TV affil 9 April (>« 

placing KCMB-TV) 
Midniaht Sun Bdcstg Co, operators of KFAR, Fairbanks »i 

KfNI, Anchorage. Alaskv has purchased as<»ts of Auroi 

Bdrsrrs, operators of KJNO, Juneau and KABI, Ketchikan 

Alaska 

WATE-TV, call letters of ch 6. Knoxvillc formerly WROL-Ti 
WHFN. S-r"'" 1 c-ll letters of WACE, stn recentl 

purch by Meredith Bdcstg 
WROL-TV, KnoxKillc, lenn, ca!l letters changed to WATE 

TV; ownershio transf from Mountcastle Bdcstg 

C-eatcr East Tennessee Tv Inc 



lestg Co t 



JVcit? /Ic/ency Appointments 



SPONSOR 



American Safety Razor Corp, NY 
Campbell Soup Co, Camden, NJ J 
Campbell Soup Co, Camden, NJ J 
Carmcl Wine Co, NY & Is-ael 
Hclcne Curtis Industries, Chi 
Ccncral Floorcraft, NY 

Hollywood Candy Co, Ccntralia, III 

KSTM-TV, St. Louis 

Paine & Co, LA 

Tide Water Assoc Oil, SF 

Wcstinghouse Bdcstg, Wash, DC 



PRODUCT (or service) 



AGENCY 



Pcrsonna Blades 
Campbell Soups, complete line 
Frozen C-mobcll Soups 
Carmel Wine, introduction in US 
Hclcne Curtis Spray Net, Lanolin Discovery 
Comml floor maintenance machines, domestic 

floor polishers 
Butter-Nut, Zero, Milk Shake, Polar candies 

Natl & local adv for tv stn 

Hickory Smoked & Kitchen Fresh Potato Chips 

Tydol gasoline, oil 

Adv for WBZ, WBZ-TV, Boston: WPTZ, 
KYW. Phila; KDKA. Pittsb; WOWO, Ft 
Wayne; KEX, Portland, Ore 



Cecil & Prcsbrcy, NY 

BBDO. NY 

Leo Burnett, NY 

Franklin B'uck, NY 

Earle Ludgin, Chi (eff 1 Apr) 

Arthur Pine Assoc, NY, 

Crubb & Petersen, Champaig 
III 

C. M. Said Adv. St. Louis 
Jimmy Fritz & Assoc, Hywd 
Buchanan b Co, SF 
Kctchum, MacLeod & Crove, 
Pittsb 



Numbers alter names 

refer to Aew and Re- 
new category 

E. A. If il helm 13) 

If illiam Stewart <3) 

Donald Frost 13) 

Fred Schuster (3) 

Mary L. Brown 111 

Arthur E. Uuram (3) 

Sam L. Austin t3) 

Seymour Mint: (J) 

A. G. Campbell 13) 

(!ean Boroughs (3) 
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SPONSOR 



WHO 

and Get Iowa's Metropolitan Areas 
Piut the Remainder of Iowa! 



t.ol 



TAKE FILLING STATION SALES, FOR INSTANCE! 



• • • • 



4.4% CEDAR RAPIDS • • 

3.4% TRI-CITIES* • • • 

8.6% DES MOINES 

1.9% DUBUQUE 

3.1% SIOUX CITY 

3.7% WATERLOO 

74.9% REMAINDER OF STATE 



• a e 



• • • 



MINNESOTA 



I S.A.M D 
L STATION 

DBlelElDQID 



DAYTIME 
AUDIENCE AREA 




WISCONSIN 



t MISSOURI ^ 





THE "REMAINDER OF IOWA" ACCOUNTS FOR THESE SALES: 

(Which You MISS Unless You Cover the Entire State) 

67.2% Food Stores 

63.2% Eating and Drinking Places 

47.9% General Merchandise Stores 

57.5% Apparel Stores 

61.4y o Home Furnishings Stores 

65.9y o Automotive Dealers 

74.9% Filling Stations 

80.8% Building Material Groups 

62.0% Drugstores 

Source.- 1953-'54 Consumpr Markets 



FREE & PETERS, INC., National Representatives 



BUY ALL of IOWA- 
VIuh "Iowa Plus"— with 

WIKI 

Des Moines . . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. L©yct, Resident Manager 
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John Blair & Co* 



and Spot Radio 





BLAIR, a 21st birthday on April 1st 




SPOT RADIO, its biggest year in history 



Despite all the talk that radio was done — fin- 
ished—nearly dead, John Blair & Company and 
Spot Radio have grown each year since TV be- 
cause they believed in each other. John Blair & 
Company foresaw three revolutions in radio — 
and prepared their stations by encouraging the 
new trends. For instance: 

THE TIME BUYING PATTERN CHANGED - to 
concentrate upon local personalities whose 
salesmanship hits and hits hard the local mar- 
kets in their areas. 

LOCAL PROGRAMMING CHANGED - to ac- 
cent the local approach, again making use of the 
little known, but great new selling force, the 
local personality. 

AND LISTENING HABITS CHANGED-because 
radio now is not the sole living room feature 
attraction but the even more personal side kick 

.yER 



which is in the kitchens, bedrooms, dining 
rooms, garages, cars, cellars and carried around 
by Americans all over the country. 

Because John Blair & Company foresaw and 
encouraged these revolutions they supplied 
Blair salesmen with the right tools to sell their 
stations to advertisers on the basis of their now 
confirmed theory that Spot Radio is very much 
alive — particularly if the advertiser recognizes 
the power and acceptance of strong local station 
personalities. 

John Blair & Company and Spot Radio will 
go on to celebrate many more birthdays — to- 
gether and profitably— because Spot Radio will 
continue to increase in importance as one of the 
nation's most effective advertising mediums, as 
long as those in the business have confidence 
in it. 



A. 

to 



Lv- 



ov 



REPRESENTING LEADING RADIO STATIONS 1 



JOHN 
BLAIR 

t COMPANY 



NEW YORK • BOSTON • CHICAGO • ST. LOUIS 
DETROIT • DALLAS • SAN FRANCISCO • LOS ANGELES 




MONTREAL 

•INUS-WEED 
W CANADA --ALL CANADA 




If you're planning a safari into Central Africa or a trip into the 
Australian bush, don't bother taking along your Colgate tooth paste 
or Pahnolive soap — you can buy them right there. And the man 
who'll guarantee this to you is Bill Fergusson, Colgate-Palmolive- 
International's v. p. in charge of advertising, because he's been there. 

As head of advertising for an operation with a $21 million ad 
budget in 1953 and with 29 subsidiaries all over the world, Fergus- 
son covers the globe once every two years with priority for areas 
where he has not been for some time or which have a particular 
advertising problem. 

''Not that we plan a Johannesburg or Caracas radio campaign in 
Jersey City," Fergusson explained to SPONSOR. "Our function here 
is supervisory, with the subsidiaries acting autonomously." 

However, the Jersey City staff keeps C-P-I's general managers all 
over the world right up to date on domestic advertising strategy and 
continuously supplies them both with research and with copies of 
radio-tv commercials and proofs of new ads used in the U.S. By the 
same token, these general managers send Fergusson reports about 
their own advertising strategy. 

"Radio and tv, as a matter of fact, took up a larger part of our 
budget in 1953 than ever before. And air media are likely to grow 
more important as they become more developed abroad." 

Radio is particularly important in Latin America, usually in those 
countries with relatively high illiteracy. But again each C-P-I prod- 
uct presents a different advertising problem: e.g. Colgate dentifrice 
has been very successfully advertised via Latin American radio 
(even though the name is differently pronounced in Spanish), but 
some Colgate-Palmolive toilet articles lend themselves more to tv 
and visual advertising. C-P's Mexican subsidiary,, for example, 
produces a popular Bouquet Colgate cosmetics line, uses tv. 

''We in Jersey City supply the dominant advertising policies and 
occasionally a specific idea or two. The overseas people supplied 
$150 million or one-third of total company sales last year." Fergus- 
son summed up. rushing into the rain to make his most immediate 
journey. Not Dakar or Hong Kong, but the tubes to Jersey City. 
Next month he's off again on a real trip — this time to the Philippines 
and Australia. * * * 

SPONSOR 




* that's right 

STANDING ROOM ONLY 

30 "hot spots" were 
sold on 

MIKE ROY'S 

"Key To The 

Kitchen" 
prior to his first 

KNBH Monday 

through Friday 
1 :30-2:00 pm 
telecast 

m For information about 
first availabilities 
check KNBH, Hollywood 
or NBC Spot Sales 



IXew developments mi SPONSOR .stories 

See: "'iv Hu>ic»" 

Issue: 13 July 1933, mm 219 

Slllljei't: The effect of l>\ an people, media, 
l.u»iii<'s>- 

I here will be a stead)' increase in income for radio, entertain* 
ment and other media in future years — despite the impact of tele-, 
vision on modern living. 

That's the prediction made b\ Jerry X. Jordan in his fifth annual 
report on the effect of tv. The report was published by the sports 
committee of the Radio-Electronics Television .Manufacturers As- 
sociation, Washington, D. C. 

The report notes that ''as television passed out of its novelty 
period in most of the nation during 1953, nearly every industry it 
was supposed to hurt turned upward in income, attendance or sales 
— many reaching their all-time peak. Newspapers, magazines, books, 
radios, concerts, track and harness racing and professional football 
had the best \ears in their history. Motion pictures, college foot- 
ball, boxing and basketball were climbing again after a temporary 
decline. Major and minor league baseball attendance dropped 
l.S^c and 7.8%. The sports indu-try as a whole, with 115 million 
in rights fees, raised its income from admissions plus television to 
approximately the all-time peak of $284 million reached in 1949." 

Television "'is competing for the entertainment dollar, is compet- 
ing strongly, and will continue to compete even more strongly," 
Jordan asserts. "But it is competing because it is good entertain- 
ment itself, not because it is free. ' 

Jordan calls radio "the liveliest corpse in history. ' 

"Many prophets, including a former network head, agreed that 
'radio was doomed,' " Jordan says. "But . . . more new radio sta- 
tions were built in the first five years of television than in the whole 
25 years preceding it. Twice as many radio sets are in use today 
as there were when tv began. . . . Radio has increased net time 
sales from $314 million per year in 1946 to $498 million in 1953 — 
an all-time high. And the end is not in sight. There is no reason 
why radio sales should not climb steadily for years to coine. Radio 
is ideally adapted to increasing leisure time, with its ability to reach 
people anywhere, any time . . . radio keeps pace with our new pat- 
tern of living. ' 

Printed media did itself proud last year too, Jordan notes, adding 
that newspapers, magazines and books all report increased advertis- 
ing revenue and circulation. 

What does the future hold for television? Jordan predicts: 

• About 20 million additional black-and-white sets sold through 
1957. "'bringing television into almost every home in the country. . ." 

« By 1957 color sets with large screens and at reasonable prices 
"may well account for half of all tv sets sold — possibly even more." 
« From 750 to 1,000 tv stations in operation by 1957. 
« Local tv programing will grow "just as it did in radio." 

• When sports events can be viewed in color, "interest should 
increase enormously . . . rights fees probably will go beyond any 
expectation of today." 

• "Immediate prospects are for steady, but not spectacular 
growth" for theatre television. When big special events can be car- 
ried in true-to-life color--then the hope of large-scale expansion 
may come true. 

• Subscription tv, being technically feasible and having achieved 
favorable results in early tests, will be successful if the public 
wants it. * * * 
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■ Tearing apart a television cam- 
era may not be Paradise to Harold 
Holland — but it's within walking 
distance. Technical master of all 
he surveys, Mr. H. supervises en- 
gineering operations for "WFBM 
AM & TV, plus affiliates WFDF. 
Flint; AVE OA, Evansville; and 
WOOD AM & TV, Grand Rapids. 
This adds up to a lot of tubes, con- 
densers, resistors, tv cameras, (a 
dozen of which he made himself) 
and technicians (nine dozen to be 
exact;. 

H. H. blends into his surround- 
ings like a fast dissolve; he has 



been known to spend three weeks at 
a stretch out of his office. At such 
times secretaries locate him by look- 
ing for a smoking soldering iron. 
While unable to crawl completely 
into a camera, those closest to him 
swear that only his shoes remain 
visible when on safari. 



Since few men have had more 
impact oil electronic behind-the- 
seenerv hereabouts, it seems fittiii'_ r 
to set forth a few of his contribu- 
tions not to make you buy more 
time, but to suggest that the Hol- 
linidized time you do buy is tech- 
nically (iradc AAA, with even 
minut'* full of rosy-cheeked, pear- 
shaped seconds. 

Through thick and a certain 
amount of thin, Holland pursues 
his better-equipment ideas to dead- 
end or happy endiiijr. Among the 
latter are our 1 fclland-made tv 
cameras, complete with synchroniz- 
ing generators and amplifiers; a 
shadow box for pix or commercials 
which illuminates ary one or more 
of twenty cards and allows direct 
pick-up of illuminated cards, liv- 
ing burn-outs, card shuffling and 
tempers; a power-driven, operator- 
ridden mike dolly, peripatetic with 
live camera; an adapter which per- 
mits superimposed slides on remote 
rportscasts and saves lugging post- 
ter-size cards around. 

Because a broadcasting fac- 
tory is not exactly placid. Holland 
relaxes at home — with a machine 
shop. lie has two sous in the Air 
Force, a daughter whom he adores 
(and vice versa), and a wife whose 
only complaint is that neither of 
their home tv sets works properly. 

Holland is now getting ready 
to put up a thousand-foot stick and 
boost power to 100 kw for WFBM- 
TV. He is also working with color 
equipment for both tv stations. 
He'll build it himself, of course. 



WFBM WFBM-TV 

INDIANAPOLIS • CBS 

Represented Nationally by the Kah Agency 
Affiliated with WEOA, EvanSvUle; WFDF, Flint; WOOD AM t> TV, Grand Rapids 
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The atmosphere is always conducive to soaring 

I i ! : 

— sales curves In Los Angeles . , . especially In the Summer. 



Southern California's three summer months account for 

- -r -t- -f — ^ f — H 1 r 4- — + H h" 



' more than a quarter of the year's total retail sales. 

-\ • ■ — r - — T J p-T~T . -i--t — 

During these months, all-important food store sales (and^~ 



service station, sales, too] rocket to their highest^peaks! 

I i j j : - 1 i j- t- -t— t ~] — H - ^ + — f-^- 

There's a very simple reason why all the time is good 



time' here. Southern California's work and play in 



-+- 



sunshine and mild climate all year round, with no 

-I f- -j i 1 1 j j h -| 1 [— 



seasonal changes in their living habits. Naturally, their 

~ ■ - ' r | i T; |" ' 

buying follows-the same-steady, year-round pattern.* 



So does their radio^listening. Last year, fpr^ e xam ple, 



July-August tune-in was within 2%-of-Septemi>er-Qciober 
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INDIANA'S 

MARKET 

SOUTH BEND- 
■ ELKHART 

Reached by 

WSJY-TY 

ELKHART, INDIANA 

ft* FOOD SALES 

' tfrRETAIL SALES 

^AUTOMOTIVE SALES 

1I»H00SEH0LD FURN. 
1? 

I*.'" RADIO SALES 

J $1,194,000,000 
( Annual Retail Sales 



118,000 

! UHF Sets in Use! 

1 AN EXCLUSIVE I 

-UHF MARKET! 

I • 1 

I Population....... 750,013 1| 

Families... 230,000 i 

WSJV-TV 

South Bend-Elkhart 

Channel 52 

ABC-NBC DUMONT 

John J. K««non, ComRMrcIol Mwwgw 



Nationolty r^pr* fitted fry 

H-R TELEVISION, inc. 

i Now Yot k. Chicago, Son Fr — n ic; t*» A a fjil ™ 
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MADISON 

sponsor invites letters to the editor. 
Address 40 A*. 49 St., New York 17. 

ALL-MEDIA STUDY 

We have had very favorable reports 
on lour magazine. We are particular- 
ly interested in a series of articles 
therein on media. We wondered if you 
would be. good enough to send us a 
sample copy of your publication so 
that we may ha\e some idea of what 
it is like. . . . 

J. R. Berry 
Business Research Dept. 
The D. F. Goodrich Co. 
Akron 



RADIO'S BIGGEST 

1954 will he our biggest year. 
Timebuyers have learned that: 

1. Each station lias a personality, 
as each person does. 

2. Persua-ion outsells power. 

3. Repetition is the thing that sells 
an idea, a product, a sen ice. 

4. Radio is the hardest-working me- 
j diurn — and lends itself best to cumu- 
lative buying suggestions. 

5. Listeners on wheels; the fastest- 
growing audience. 

Thanks so much for your fine arti- 
cle in your December 28 issue on our 
AIMS ["How to get the most out of 
an independent station," page 42]. 

Thanks, too, for your strong. sensU 
ble editorial on, "1954 can be radio's 
biggest" [28 December 1953, page 
100]. 

Edwin E. S, Weldon 

Vice President & Station Manager 

WKYW, Louisville 



ACTORS' PAYMENTS 

Several methods have been suggested 
to us for the handling of payments 
made to members of the Screen Actors 
Guild in connection with use and re- 
use of television commercial films, but 
because many of those have seemed to 
be personal and perhaps somewhat 
prejudiced opinions, we are wondering 
whether you have investigated how- 
various agencies handle the accounting 
end of these situations. 

In one instance it was suggested that 



we consider the pa) merits as royalties 
— as some of the large New York agen- 
cies handle the payments on that basis. 
We should like very much to know 
what is generally considered the best 
procedure in the industry, and are 
wondering whether you have any data 
regarding it, or if not. whether you 
could suggest other sources to which 
we might inquire. 

Any cooperation you can give us in 
this connection will be very helpful 
and deeply appreciated. 

Laura B. Manc 
Manager of Media Dept. 
Moser & Cotins, Inc. 
Utica 

• The SAC Code it&elf snggests the racthodi 
of handling SAG re-n*c payment*. Uomcvct, 
there are *«% eral precedents tu reinterpret at ion. 
Itecf-ntly 1'hil l)a% U, a producer of film commer- 
cials, took the matter uf rc-uite payment* Into 
court, pro testing that lie did not ** ant to make 
all the deduction* from these payment a % he 
asked that they be paid as royalties. The New 
York State Supreme Cutirt ruled that they "ap- 
pear" to be in the form of royalties. Federal 
ruling, ho*»e%er, lias ncter recognized snch pay- 
ments as anything but salary. Consequently the 
4A"s has been adding its members to pay re*u*e 
payments a> t-al^riet. Kur farther information 
v.ritr to Harold Mers, 1 Vs. 420 Lexington Ate. 

1 n Calif orn ta an unemployed actor collected 
unemployment insurance during a period *»hcn 
he was receiving rc-u»c payment* for a film 
commercial that he had made ftome time earlier. 
He claimed that these payments were royalties, 
hence he was technically still unemployed. The 
California State Unemployment Division, however, 

ruled that this *as not the case the payments 

are considered salary there. i 



DEAR MR. FOREMAN . . 

I enjoy reading your column in 
sponsor each issue. Suggest, however, 
on some of vour research that vou in- 
elude the Bible when you start quoting 
from the Bible. February 8 column 
you quote, "money is the root of all 
evil." Maybe if you reread this quo- 
tation you will find it is. "for the love 
of money is the root of all evil." 

There is a difference, you know. 
Keep up the good work. 

Harlan G. Oakes 
Harlan G. Oakes & Assoc* 
Los Angeles 



On page 68 of the current issue of 
sponsor [8 February 1954] there is a 
box which says, "Letters to Bob Fore- 
man are welcomed."' That. sir. is an 
invitation which an inveterate letter 
writer cap't resist. 

Actually the motivating factor for 
this missive if your misquotation in 
the second paragraph of your other- 
wise very interesting article on the in^ 
tricacies of the financing of television 
film. With which I might, add I am 
(Please turn to page 35) 
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KXJB-TV gearing to serve opulent Red River Valley, and 
then some, via super power, 1085-ft. tower above flatlands 



"Fabulous" is the word that de- 
scribes the markets encompassed by 
the Great North T\ Twins. 

Take the market which KCJB-TX . 
Mi not, has served since April. 1953: 

• This rich farm land is in the 
midst of a sj)iraling oil boom. 

• Retail sales per household is at 
the amazing average of £6.766. 

• Consumer spendable income is at 
the blue-chip level of $6,561 per fam- 
ily, and Cadillacs are more common 
trr the area than low-priced cars. Hab- 



erdashers find t\ vers profitable to 
-ell *100 Stetsons, 

\o\\ take the tremendous expand 
(if ultra-pro-perou- flal (arm land and 
tradins: area- which k\.]B-T\. Yallev 
Cilv-Fargo will be serving. In Julv 1, 
with 100.000 watt- on Channel I from 
a tower 1085 feel above level ground. 

The KXJR-TY area contains: 

• Over 600.000 people and 160.000 
families. 

• Retail sales total o\er ^6"0.000.- 
000 and consumer spendable income 



exceeds > 725.000.0110. with t'Ura-hiuli 
averages per hou-ehold in both retail 
sales and Inning power. 

Combine the two market- -erved In 
k\JI5-T\ and kCJIi-*l"\ and \..u\e 
got an authentic metropolis with the-e 
important ba-ie market factor-: 

1. \round 750.000 people and near- 
1\ 200.000 families 

2. ()\er #,",25.000.000 in retail -ale-. 

3. \ppro\imatel\ *,°»Ji5.000.0l Ml in 
con-iimer -pendahle income. 

4. \n average -pendahle in* on' 
per hou-ehohl of >5.000 for ruril t n i 
< it\ area- and *6.150 fi»r <itie- < i l\ 

Sueli thiiaiiiie htniim po\M*r :i — 
sure* -;it ination -ale* fur the na- 
tional ami ri'uioiiiil mhoi ti-er ! 



Th 5 i te*t H 
It! ontlT t hi -PON> 



m rrtr ? :\t w nv- iv 
- n k\ n T\ 
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Krrv. TV 
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THE GREAT NORTH TV 



CHANNEL 4 100.000 WATTS J 
VALLEY CITY — FARGO, 



STAKE YOUR CLAIM IN THESE BOOMING MARKETS 

Exploiting of great new oil fields and high-bracket income from agriculture, retail trading 
assures rich market where advertising response can be expected to he extra 



Major advertisers are more than 
ever sensitive to area economic 
changes. A booming area has be- 
come more important in their plan- 
ning than population density. I nder 
this pattern of allocation the adver- 
tising dollar is matched against the 
degree of density oj buying power 
]>er family unit. 

'Hie areas encompassed by the 
Great North TV Twins- KXJB-TV 
ami KCJB-TV — are booming areas 
and offer a density of expenditure 



Fields of black gold 
sprout in North Dakota 

One of the richest 
and most active of 
North Dakota's oil 
operations In Tioga, 
serviced by KCJB-TV. 
Income from this 
source has raised 
area's buying power 
tremendously and 
given Minot extra 
stature as a 
trading center 





that ranks with the choicest per-hou«e- 
hold spending areas in the United 
States. 

Spiraling wealth from natural re- 
sources diversified agriculture and 
budding industrial development have 
made the areas served bv KXJB-TV 
and KCJB-TV prime markets for the 
national advertiser. They are rich 
markets where the advertising response 
can be expected to be exceptionally 
high. 

Most of North Dakota and more! 

Here are some hard economic facts 
that bear out the "boom" designation: 

1. Within the KCJB-TV area in 
1953 over 140 wells produced a total 
of 5.195.659 barrels of crude oil. 
(There's nothing to compare with this 
development in any other section of 
the U. S. A.) 

2. Producing refineries and pipe 
lines are on the way to becoming part 
of this new frontier of activity and 
wealth. 

3. The highly mechanized business 
of farming in North Dakota produced 
in 1952 a gross cash income of $568,- 
305,000. 

4. North Dakota now ranks first in 
the production of hard spring wheat, 



durum wheat (producing 90^ of the 
nation's supply of this highly valued, 
wheat product) and flax f 

5. The KXJB-TV area, which con- 
tains the fabulously fertile Red River 
Valley, has enjoyed a continuously 
high-level of prosperity for over 15 
years. The Red River Valley is known 
to agricultural experts throughout the 
world for the fact that it has never had 
a bad crop. 

6. The mining of lignite coal — It is 
estimated there are 600 billion tons 
of it under the surface of North Da- 
kota's top soil — offers a new great in- 
dustrial potential: chemical plants to 
convert this mammoth mineral stock- 
pile into scores of byproducts. 

7. The gigantic Garrison Dam. 
south of Minot and built a' a cosl of 
$200 million, will make about a mil- 
lion acres of semi-arid land available 
for intense cultivation and produce 
electrical energy sufficient for a citv 
of 1.200,000 people — power for the 
expansion of present and the building 
of new industries. 

Here are the highlights of the mar- 
ket data factors that characterize each 
of the Great North Tv Twins, whose 
coverages do not overlap:? 






Garrison Dam, via electrical energy and irriga- The KXJ B-TV area ranks among the country' 
tion, means inestimable added wealth in this area ing cattle marketing lones; includes packing 




CADILLAC" BUYING POWER 

EKCJB-tV 

^ CHANNEL 13 30,000 WATTS 
d |f NORTf DAKOTA 



markets 



KXJB-TV, Valley City-Fargo Area 

* The average retail sales per house- 
hold of the area thai KXJB-TV will 
serve, starting in July, was $4,272 in 
1952. (See market data chart on page 
6.) In terms of city or trading areas 
within KXJB-TV's coverage lliis per 
bou-ehold average came to $6,791. 
These are averages that rank well 

il i 

Latest rankings for Minot market 

Preliminary data from SUDS' 19.14 
Consumer Markets re-emphasizes the tre- 
mendous potential available to national 
advertisers in the Minot trading area. 

The 1954 Consumer Markets will show: 

1. In retail .sales per household 
Minot ranks near the top, with $6,7(56. 

2. In consumer spendable income per 
family ranks among the ricltcst commu- 
nities in the country, with $6,561. 

3. Minot 's home Ward County ranks 
60th among all the counties in the U. S. 
with regard to retail sales per house- 
hold, with an average of §5,567. 

4. Ward County has an average of 
$6,283 in consumer spendable income 
per household. 

Ward County will be listed in 
still another ranking category in CM. 
Fegardless of total population or size, 
Ward County ranks liithe among the 250 
outstanding counties in the country in 
the number of tractors and trucks on farms 
in the county, with a total of 4,777. 

Why not add Minot? 



above such metropolitan areas as Bos- 
Jon, Cleveland. Los Angeles, Houston, 
Minneapolis, Detroit, Milwaukee. 

• The average consumer spendable 
income per family in KXJB-TV's en- 



tire area in 1952 was $4,731, while the 
family spendable income for the city, 
or trading, areas averaged $5,905. 

• As a wholesale di-trilmliug center 
Fargo lui> had a phenomenal ri-e the 
past three years. In the 1952 Con- 
sumer Markets rankings Fargo wa- 
109th in the nation with a turmncr 
of $87,490,000. M anufactuiers in 
greater numbers ha\e been making 
Fargo their foral distributing points 
for not only all of North Dakota but 
much of western Minnesota and South 
Dakota. The indications are that for 
1954 Fargo's wholesale ranking will 
nudge the IOOlh-mark and the whole- 
sale turnover will exceed $100,000,000. 

KCJB-TV, Mi not, Coverage Area 

The words, "Deliver "Cadillac' Buy- 
ing Power," take on an e\en moie de- 
luxe connotation when applied to 
KCJB-TVs market story. Note these 
figures: 

• SRDS' 1952 Consumer Markets 
gave Minot an average of $6,259 per 
household for retail sales. In the in- 
terim the neighboring oil operation 
took on scope and w ealth. 'I he 1 95 t 
Consumer Markets' preliminar) esti- 
mate puts this retail average per Minot 
family at $6,766. Very few other mar- 
kets in the country will be found in 
this blue-chip bracket. 

« In spendable income per house- 
hold SRDS' 1952 estimate for Minot 
was $6,397. The same source in its 
1954 preliminary estimates credits Mi- 
not with $6,561 in spendable income 




Example of KCJB-TV area's buying power: 

Minot merchant sponsors sportscaster Adelson 
for the exclusive purpose of selling $100 hats 



per household. Ibis represents still an- 
other blue-chip bracket for Minot in 
what i- now. beyond any question, a 
blue-chip market. 

• In 1951 before the oil boom got 
under way — Consumer Market- showed 
Minot in auto expenditures per family 
w ith an astonishing a\crage of $1.6!!0. 
In this area, where Cadillac owner-hip 
— as well as $100 Stetson is the com- 
mon thing, and not the exception, the 
indications are that this family a\ er- 
age on auto sales will go well over the 
$2,000-level for 1954. 




KXJB-TV's renowned Red River Valley has never known anything 
but bumper crops. Its yield alone in durum wheat in (951 was $62 



million. This highly mechanized business — average N. D. farm is 550 
acres — offers big buyers' market in farm equipment, trucks, oi , gasoline 




SERVING MOST OF N.D. MARKET & THEN SOME! 



Vim i'i)\fr ihc-e |)ereenla»e~ of ju-t the State of Aorth J)ak<»ta in the follow- 
ing important market ealegorie^ ami factor* when voti buy KXJB-1V. \ allev 
(*ilv -Fargo, and KCJM-TY. Minot, as a combination: 
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market data on the Great North TV Twins 



\ 



COUNTIES 



MHtill DAKOi'A 

BARNES 

In/to t.i.t\ 

BENSON 
CASS 

f'nrei, 

DICKEY 

EDDY 

FOSTER 

CRAND FORKS 

drttntl Fork s 

CRICCS 
KIDDER 
LA MOURE 
LOCAN 

Mcintosh 

RAMSEY 

llrril, Ink,- 
RICHLAND 

Wnh ftflnn 
SARCFNT 
RANSOM 
STEELE 
STUTSMAN 

Jtimesloun 
TRAILL 
WALSH 

Or a ftt>n 

WELLS 



POPULATION 



16.800 
7,200 
10.603 
59,530 
to.noo 
9 100 
5.300 
5.300 
39,200 
27.700 

5.400 
6.100 
9,533 
6.300 
7,600 

14,300 
/>, fill 

19.800 

5,100 
7,600 
8.800 
5.100 

2-4,000 
j l.ioo 

11,300 

19,800 
6,9 OO 

10,400 



FAMILIES 



RETAIL SALES 



FDDD SALES 



AUTD SALES 



GEN L MDSE 
& APPAREL 



KXJB-TV. VALLEY OTY-EABGO. mill- % »*TA 



4. 6^0 
2,300 
2.690 
16.020 
J 1 .200 
2,490 
1,390 
1.450 
10.280 
7JOO 
1,470 
1,570 
2,470 
1,530 
2,000 
3.750 
l.tno 
5.250 

1,300 

1,980 
2,450 
3,970 
5.810 

I.OIO 

3,060 
4,730 
j .200 
2,810 



$19,581,000 
/ 1,0 17,000 

6.031.000 
97,779,003 
91. I I 1,001) 

10,433,000 
6.161.000 
7.301,000 

59,677,000 

■18,60 1,000 

5,577.000 
4,492,000 
9,5^5,000 
4.942,000 
8,296,001 

21,495,000 
16,355,000 

25,576,000 

13.102,000 

4,801,000 
9,528,000 
4,108,030 
29,455,000 
22,956,000 
13.294.000 
21,538,000 
11. S3 1.000 
10.520,033 



55.631,030 
2.300.000 

1.480.000 
12.295.000 
9,86.5.000 

1,558,003 
935,000 

1,339,003 

8,653,000 

6.1 ll.OOO 

768,003 
959,000 

i .eoo.o^o 

633,000 
1,563,000 
3,301,030 
2.21.1.000 
3,583,000 

1, 30.1.000 

1,091,000 
1,559,003 
862,030 
1,426,000 

3.O31.0O0 
2,203,000 
2,916.000 

6,1 11,000 
1.801.000 



S3.21 5.030 
2, 93.1, (IOO 
397.000 
19.205.000 

16,1 29.000 

2.613,003 
1,456,300 
1,819,000 
14,885,003 
It, 37 3.000 
1 ,202,000 

954,000 
1,759,003 

428,000 
2,392,000 
4,870,003 

■1,521,000 

5.275.000 
3. 133,000 
436,003 

2,559,003 
537,030 

7,144,000 
6.862.ooo 

1,925,000 

3,997,000 
2,61 1 .000 

1,231,000 



S3. 161. 000 

2^i 17,000 

536.000 
2,1 ,922.003 
ltl.73 1,000 
1 ,049,000 
493,000 
747,003 
12,191,000 
5.213.000 
584.000 
367,000 
387,000 
766,000 
878,000 
3,999,000 
1,716,000 
3,093,030 
2.302.O00 
406,000 
846,030 
75.003 
3.553.000 
3.092.000 
1.394,000 
3,676,000 
2,432.000 
1.475.003 



CONSUMER 
SPENDABLE 
INCOME 



S21. 896,000 
10.0O2.OOO 

9.931,003 
106.628.003 

79.1102,000 
10,643,000 
7,636,000 
8,081,000 
63,365.003 
1 1,100,000 
5,227,000 
4,991,000 
8.598,000 
5,148,000 
6,879,000 
22,656,030 
12.6.1.1.000 
25.286.000 
ll.5HO.000 
5,808.030 
11.955.000 
4.839,000 
33,149,000 
16,310,000 
14,189,000 
25,517,000 
9.230.000 
11,622.003 



SPENDABLE 
INCOME PER 
HOUSEHOLD 



4.093 
-i.S75 
4.590 
6.542 
s6,985 
4.328 
5.433 
5,387 
5,978 
16,085 

5,346 
4,441 
3,617 
3,466 
3,621 
5,962 

6,683 
6.046 

7,3 2 5 
4,312 
4,981 
6,718 
5,529 

5,660 
6,122 
5,941 

7,692 
4,679 



N D. CDUNTY TDTALS 


301,800 


81,770 


$380,130,000 


$ 


57,156,000 


$ 


78,300,000 


$ 


61,598,000 


$413,954,000 


*vg. $5,058 


N D CITY TOTALS 


108,500 


29,290 


$217,769,000 


$ 


31,002,000 


$ 


50,916,000 


$ 


36,076,000 


$180,777,000 


Avg. $6,400 


SOUTH HA K OTA 
























8ROWN 


32.600 


9,240 


554,305,000 




58,765,030 




510,408,000 




513,735.000 


555.818.000 


56,040 


MARSHALL 


7,800 


2.080 


7,785,000 




1,430,000 




2,230,033 




544,000 


9,230,000 


4,403 


Mcpherson 


7.800 


1.930 


5,933,000 




866,000 




1,524,030 




575,000 


5,840.030 


4,026 


ro8erts 


14,900 


3,950 


11,998,030 




2,006,000 




1,515,000 




1,879,003 


14,441,000 


3,655 


S D. CDUNTY TDTALS 


63,100 


17,200 


$80,021,000 


$ 


13,067,000 


$ 


15,677,000 


$ 


16,733,000 


$ 85,329,000 


Avg. $4,531 


MLYXESOTA 
























BECKER 


24.900 


6,740 


$19,050,000 




52,138,00 




53.489,000 




52,885,000 


518,611.000 


53,84.3 


CLAY 


31,400 


7,980 


39,373,000 




10,788.000 




8,025,000 




2.343,000 


30,428.000 


4,878 


Moorhvatl 


15,900 


4.300 


30,846.000 




7,746.000 




6,705,000 




1 £00.000 


25,228,000 


5,867 


CRANT 


9,600 


2.670 


10,201.000 




1,778,000 




1.739,000 




920,000 


9,847,000 


4,970 


MAHNOMEN 


7.100 


1.720 


4.841,000 




938,000 




737.000 




439,030 


3.991.000 


3.885 


MARSHALL 


16.200 


4.260 


12,537.000 




2,396,000 




2,389,000 




1,322.000 


14,762.030 


4,480 


NORMAN . 


1 2.900 


3.600 


11,197.000 




2,492,000 




1.358,000 




962,003 


10.700.000 


3,745 


OTTER TAIL 


51.400 


13.610 


42.930,030 




7,010,000 




9,091,030 




1,091,000 


44,507,000 


4,160 


PENNINCTON 


13.100 


3,600 


17.981,000 




2,896,000 




6,454,000 




2,913,000 


16,379,000 


4,748 


ThifJ Rii-rr Falls 


7,20() 


2^200 


3,011.000 




2,141.000 




5. 15 1,000 




2,913,000 


10.639.000 


4,844 


POLK 


36,000 


9,790 


35.987.000 




7.412,000 




5,011.000 




3,969,003 


38.146,000 


5,324 


Crook tton 


7JOO 


2,100 


16,793,000 




2,1 4 t, OOO 




1,981,000 




2,912,000 


11.7 1 1.000 


5.577 


RED LAKE 


6.800 


1.600 


5,948.000 




1 .705,000 




1,415,000 




1,570,000 


25,233,003 


5,436 


WILKIN 


10,500 


2,700 


10,532,030 




2,670,000 




1 ,070,000 




506,000 


8,724,000 


3,987 


MINN CDUNTY TDTALS 


219,900 


58,270 


$210,577,000 


$ 


42,223,000 


$ 


40,778,000 


$ 


18,920,000 


$221,328,000 


Avg. $4,905 


MINN. CITY TDTALS 


30,600 


8,600 


$ 50,680,000 


$ 


12,223,000 


$ 


14,140,000 


$ 


7,025,000 


$ 47,598,000 


Avg. $5,409 


KXJB-TV County Totals 


584,800 


157,400 


$670,728,000 


$1 12,446,000 


$134,355,000 


$ 


97,215,000 


$720,61 1,000 


Avg.. $4,731 


KXJB-TV City Totals 


139,100 


37,890 


$257,449,000 


$ 


43,225,000 


$ 


65,547,000 


$ 


43,1 1 1,000 


$227,375,000 


4vg. $5,905 



\OKTII DAKOTA 




KCJB-TV, *ll\OT, COVERAGE AIM: A DATA 








8URKE 


6.600 


1,890 


55,534,000 


51,349,000 


5887.000 


5114,000 


57,329,003 




55,354 


80TTINEAU 


12.100 


3.230 


10.884.000 


2,014,003 


1,058,000 


1,010,030 


13,549,030 




5,515 


DUNN 


7,200 


1.730 


4,712.003 


888.000 


258,030 


282,030 


6,610.000 




5,558 


McHENRY 


12,500 


3.250 


10.775,000 


2,662,000 


1 ,869,000 


766,000 


10,937,000 




4,935 


McKENZIE 


6,800 


1.880 


5,128,000 


1,023,000 


1,01 8.00C 


357,000 


5.556,003 




6,379 


McLEAN 


18,700 


4,960 


14,885,003 


4,023,000 


3, 094.00C 


774,000 


16,104,000 




5,848 


MERCER 


8.600 


2,190 


7,387,000 


1 ,804,003 


1.887.00C 


325,000 


7,110,000 




5,042 


MOUNTRAIL 


9,400 


2,570 


9,663,030 


1 .608.000 


1 .760.00C 


1.128.000 


8,845,000 




4,481 


PIERCE 


8,300 


2,030 


8,155,000 


1.350,000 


1.939,000 


1,121.000 


9,927,000 




5.188 


RENVILLE 


5,400 


1,470 


5,487,000 


1.486.000 


930,000 


367,000 


6,017,000 




5,110 


ROLETTE 


11,000 


2.420 


7,260,00 


1,524,000 


1,140,000 


879,030 


9,214,030 




4,160 


SHERIDAN 


5.200 


1,340 


3.558,030 


552,000 


562,000 


260,000 


3,922,000 




3,980 


WARD 


34.800 


9,900 


52,419,00 


8,403,000 


11,810.000 


9.878,000 


53,433,000 




5,210 


W/n.ir 


23,1 OO 


6,500 


■10,661,000 


5.75 7.000 


10.518.000 


5.886.000 


41.615.000 




6.397 


KCJB-TV County Totals 


146,600 


38,860 


$146,847,000 


$ 28,686,000 


$ 28,212,000 


$ 17,261,000 


$158,553,000 


Avg 


$5,147 


KCJB-TV City Totals 


23,100 


6,500 


$ 40,661,000 


$ 5,557,000 


$ 10,518,000 


$ 5,886,000 


$ 41,615,000 


Avg 


$6,397 






KXJB-TV 


A KCJB-TV 


joi.\t covi 


i:bage area 


TOTALS 








CDUNTY TOTALS 


730,600 


196,260 


$817,040,000 


$147,290,000 


$162,567,000 


$1 14,476,000 


$879,164,000 


Avg 


$4,939 


CITY TOTALS 


162,200 


44,390 


$298,1 10,000 


$ 49,082,000 


$ 76,075,000 


$ 48,997,000 


$268,990,000 


Avg 


. $6,151 



SDURCE: 1»j2 'S3 S1U>S Consumer Markets Italics (like ' Valley CiU") denote major trading areas In each county. 



i»D 'CADM1AC" BUYING POWER 

KCJB-tV 

CHANNEL 13 30,000 WATTS- 
OT, NO.RTH DAKOTA 



programing 




KCJB-TV offers not only North Dakota's only kitchen show but Cis Hadley (I.) whose many public recog- Arv Johnson (top) and Hal Ken- 
nitions include a Grocery Manufacturers of America Award for 1953. (r.) Home economist Peggy O'Brien nedy are KCJB-TV's newcast team 



KXJB-TV'S PROGRAMING AIM: DOMINANT 
FARM STATION IN ITS 3-STATE AREA 



KXJB-TV knows definitely where it 
is headed for in the way of program- 
ing policy and structure. 

It has set its sights on one big ob- 
jective: local programing that can't 
help but establish KXJB-TV as the 
dominant farm station in the three- 
state area, it will serve. 

With studios in both Valley City 
and Fargo, KXJB-TV will focus its 
programing in these directions: 

1. A close relationship in program- 
ing production and consultation with 
the famous North Dakota Agricultural 
College, located in Fargo, Two or 



three programs a week will stem from 
this collaboration, with Robert Croni, 
NDAC's tv authority, as coordinator. 

2. The farm programing setup will 
have an advisory board composed of 
state agricultural officials, NDAC staff 
members, prominent farmers, cattle- 
men and implement experts. 

3. A daily half -hour of market re- 
port and analysis and farm news by 
Chet Reiten, KXJB-TV's farm director. 

4. Newscasters, sportscasters, home 
economists, hillbillies with top reputa- 
tions in the Red River Vallev. 



KC.Jlt.TVs solid miles bets! 

Akv -Joiinso.v'.s Sexset Xews : Has 
tremendous acceptance in this ar<a 
where In 's h(cn nt wscasting orcr 1~> 
years. On 6:30 to 0:45 i very eve- 
ning but Sunday. 

Jimmy Apklsox's Tv Sports Keel: 
He's tops in any play-by-play work 
and ranks as Xo. 1 among state's 
sportscasters. b":20-6:30, Man. thru 
Sat. evenings. 

Hal Kexxedy's Tomorrow's Head- 
lines : Tliis show, on every night 
hut Saturelay, lias extraordinary 
record for moving merchandise. 
Kenncely's been newscasting in 
Xorth Dakota for nine years. 
Guess What? I'ancl type quiz, 
m.c.'d by Kenneely. is phenomenal 
mail puller. 

IIuxtixg & Fishixg Cu'B: Weekly 
half-hour, with Don Lidolph. Xorth 
Dakota's lop outdoor authority: 
uses noted guests and awards priz(s. 



This sheep-shearing demonstration indicates one of the many types of programs KXJB-TV and North Dakota Chet Reiten, KXJB-TV farm director, 
Agricultural College will co-produce as station closely identifies its farm programing structure with College first widely known as county agent 
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THE GREAT NORTH TV TWINS 



%XOB'tV ml 

CHANNEL 4 100.000 WATtS 
Vitie? £IIY FARGO, N. D. 



DELIVER "CADILLAC" BUYING POWER 

KCJB-tV 

CHANNEL 13 30,000 WATTS 
MINOT, NORTH DAKOTA 




management 



EXPERTS AT BUILDING AUDIENCE LOYALTY 



Tin* -toi v i»f 1 1 i ■ * (.mil North Tv 
Ws'm? i- hii-i< allv tile «4orv uf 

I II I Two hlbub>M-lv ri< li market-. 

i Ij i \n area -latimi i K \ 1 1 J- l \ I 
that's gearing il-elf. via power. < han- 
im'I and tower, to rcai li lull. (11)0 fain- 
ilie- within a ureal cvpau-e of \iner- 
i<a- i idlest n«» rit ullural eeonoinv. \tn-l 
to hold lhi» vast audience with top 
level farm area prop i aniinp. 

U-) \ regional station I kCJ U-*l \ I. 
wliirli, though exclu-ivelv in that mar- 
ket, ha- been serving it- Iikewi-e rich 
area w it li the sort of local propram- 
inp that sells pood- in record st\lc anil 
often cam- public service award-. 

(d) How an adverti-cr can bin 
these two station- as a coinhiiiatioii 
and insure himself of nearlv VAV't of 
all \oith Dakota's buv ing power 
and at the same time pet a hip Minne- 
sota bonus. (Thi» Minnesota bonus 
entails 59.000 familie-. S210.500.000 
in retail sales and s22 1. 000.000 in 
consumer spendable income. I 

The preat expanse of farm land de- 
scribed above centers almiii the e\er- 



fertile Med liber Valley. The bed 
Uiver \allev extend- over three state- 
North Dakota. Minnesota and South 
Dakota and it - -tndded with Mich 
hustling trading areas a- Farpo. Moor- 
head, (/rand Forks. Jamestown. Vallev 
(iitv. Devils Lake and \\ ahpetoii. 

\\ ithout k\J15-T\ 's power ( 100.000 
watts! channel (1) and tower U0?!5 
feet above the ground I this tremend- 
ous expanse with 160.000 families 
could not be encouipas-ed. 

This preat coverape as-ure- maxi- 
mum audience. KXJB-TV is pearinp 
itself to deliver the best of farm area 
programing and establish itself a- a 
solid force in the life of the area. 

\dd up maximum audience, area 
lovaltv from a strong community pro- 
praminp structure and the answer 
for the adverti-er — is saturation sale-. 

Both KXJM-TV and KCJB-TV are 
primary affiliates of CBS-TV. 

Besides large studio operations in 
both \ alley City and Fargo, and Mi- 
not. the company will maintain its na- 
tional sales office in Farsro, 



How the Twins compare in market data with top metropolitan areas 



MARKET DATA KXJB-TV & KCJB-TV AS 
CATEGORY COMBINED MARKETS 



Population 7.70.000 
T!< tail sah s SH I 7.0 10.000 

Spmrtnhlr uicumr SH7!h Hi 1.000 



METROPOLITAN 
CITY S. TOTAL 



f I'lTTsnrnrni 

«7.'l.000 
f U1XXEAP0I.1X 
SHI 2. 0031.000 

f D. 1 )' / OS 

I situ i.nr.i.ooo 



KXJB-TV AREA EXCLUSIVELY 



J'lijiiiJdt inn 
ii'i tiiU .still .$ 



.*« I.HOO 
K«70.72«.000 
S720.UI 1.000 



BVFT.X LO 
.177. 100 



<: 
) 

( .Yi'llMRd", V. 



\ 



.\ii:mi>iiis 



I S7 Hf.HJ.l.OOO 

SOURCE. -UI-S 1 ( , «„ M*k«|. 



CITY-S 
RANKING 



12 
1.7 

Iff 

1.1 
21 
10 




PROOF THAT OIL & AD BIZ DO MIX: John 
W. Boler. president of KXJB-TV & KCJB-TV 
(at right in top pic) is shown recently pre- 
senting BBDO's Frank Silvernail with share of 
stock in North Dakota oil well ;(bottom pic) 
tall Bill Hurley, Twins' commercial manager, 
explaining miniature oil well to other admen 
to whom Boler also presented shares of stock 
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only too familiar but that is another 
story. 

You say, "money is the root of all 
evil." That statement is my candidate 
for the most often misquoted statement 
in the English-speaking world. Not 
having much of the stuff hut being a 
dirty Republican, I strongly object to 
those who feel that money itself is the 
root of all evil, and I am particularly 
eager to see that the correct statement 
is popularized. If you will reach for 
your King James version of the Bible, 
you will find in I Timothy, sixth chap- 
ter tenth verse that it reads, "The love 
of money is the root of all evil.*' Or 
in one word: greed! And perhaps if 
you will look up at verse seven in the 
same chapter, you will see the origin 
of the statement, "You can't take it 
with you." Something to the effect that 
you came into this world with nothing 
and that is how you will leave it. 

If I can write a letter this long on 
just one misquotation, look out if I 
ever do get to the point where I dis- 
agree with you on some major ques- 
tion ! 

Claude Barrere 
BMI, New York 



WRITE TO THE SPONSOR 

Just finished with enjoyment your 
January 25 article. "What happens 
when you write to the sponsor?" [page 
32] by Miles David. 

We feel very strongly that from the 
standpoint of the station, answers to 
listeners' mail form the most perfect 
type of intensive audience promotion 
to complement the normal extensive 
audience promotion of paid advertis- 




KBIG is making the BIG play 
for Tune-in — and getting it! 

ing and publicity. Since our opening 
day we have had a firm rule that every 
letter must be answered. If the letter 
asks a specific question of any type, it 
is given a personal answer by the de- 
partment head concerned. A promo- 
tion enclosure is always inserted in the 
envelope — perhaps a reprint of our 
pictorial station history from the mid- 



winter issue of the Los Angeles Times. 
Or. if the inquiry has something to do 
with a specific personality or type of 
program, we will insert something like 
an illustrated brochure about our 
newscasters. 

If the inquiry concerns a routine 
general matter we usually answer il on 
a colored jumbo postcard, the back of 
which is itself a medium of audience 
promotion [see picture] and if the let- 
ter or card is merely a comment in fa- 
vorable vein, requiring no individual- 
ized answer, we send a multigraphed 
form answer on the jumbo colored 
postcard signed by our program direc- 
tor, and also canning an audience pro- 
motion illustrated message on the hack. 

At intervals we check response to 
commercial offers against our master 
lists of past fan letters which have heen 
answered in these various forms. It is 
gratifying to see that so many listeners 
who took the bother to write once, and 
received swift acknowledgment e\i- 
dently become friendly enough to stay 
with the station and give an active re- 
sponse when it means money in the 
hank for us. 

Robert J. McAndrews 
Commercial Manager 
KBIG, Hollywood 



PRINT RATINGS 

Would you please be good enough to 
send me tear sheets of your article be- 
ginning on page 44 of your January 
11, 1954 issue ["What's wrong with 
print measurement services?"]. Many 
thanks for your help. 

Georgtna M. DeWeerot 

Marketing Research Dept. 

Lever Bros., Ltd. 

Toronto 

• Extra copies of the 11 January 1 I issue 
containing the article on print rating services are 
available at 50c apiece. This article is part of 
the 20-article All-Media series which will he re- 
printed in book form later this year. Un can 
reserve a copy by writing to 40 East l**th St. 



RADIO IN TV MARKETS 

Jim Yerian of CBS suggested 1 
write you to obtain a back copy of 
SPONSOR which somehow has strayed 
from his file. It was called to my at- 
tention that a September issue carried 
a very strong article on the theme that 
radio is not dead hut still does an ac- 
tive job in heavily televised areas 
['"What a media direetor wrote his cli- 
ent about nighttime spot radio." 21 
September 1953, page 34]. I would like 
a copy of this for possible use in a dis- 
(Please turn to page 127) 




WITH 




SALINAS, CALIF. 

5000 WATTS 

THE 
CLOVER LEAF 
STATION 
COVERS 

SALINAS • MONTEREY 

WATSONVILLE ■ SANTA CRUZ 

at half the cost of using 
separate stations. One Sta- 
tion Coverage of 74,428 
Radio Homes in California's 
newest Metropolitan Area 




SALINAS 

CALIFORNIA 
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"the station of personalities" 

takes extreme pleasure 

in announcing the appointment of 




Murray Arnold 



as Assistant Station Manager 



Everyone associated with successful program- 
ming knows Murray. 

One of the strongest voices in Philadelphia 
radio operations, Murray Arnold is recognized 
throughout the country for his keen insight of 
music, his aggressive sales programming and 
his air-merchandising ability. 

As a member of the WPEN family he's certain 
to make your buy of WPEN more productive 
than ever. 

Wm. B. Caskey 
General Manager 



wpen 



"the station of personalities" 



Represented nationally by Gill-Perna, Inc. • New York — Chicago — San Francisco — Los Angeles 
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5:30 a.m.. Rockefeller Center: week starts as SPONSOR 
editor meets C&W's DeHuff. Mission: 'Today' rehearsal 



22 MARCH 1934 




Ageiiwmaii-for a week 

SPONSOR man worked in rntlio-lv department 
of C&W agency for week. Here's Iii.s report 



the cover of the booklet given 
new employees of Cunningham & 
Walsh is a sketch of men dressed like 
Bolivian admirals who are dusting off 
a red carpet leading to the entrance of 
260 Madison Avenue. In large letters 
on the carpet is the word "Welcome." 

But there was no red carpet on the 
sidewalk of West 49th Street in Man- 
hattan as I stood there at 5:30 a.m. on 
the morning of Monday, the first of 
March. I had gotten up at four-thirty. 
It was still dark. 

As I shivered in the wind which 
swept around the big blaek buildings 
of a Rockefeller Center which wouldn't 
come to life for another three hours, I 
had plenty of time to wonder if the 
life of an agency junior executive was 



by Churles Sinclair 

all it was cracked up to be. 

"This story will be a breeze. A 
vacation," Miles David, Sl'OMSoa's 
managing editor, had said cheerfully 
the previous Friday. He was tapping 
an ad which showed a big, balding 
man named Robert Newell dressed in 
a grocer's apron at work in a food 
store. It was headlined: "The man 
from Cunningham & Walsh." 

"What story?' - I had asked. 

"C&W has been running these ads," 
Miles went on. "They send their exec- 
utives and radio-tv people and copy- 
writers out to work in the field for a 
week each year. You know, pumping 
gas or selling soap. Kind of 'back to 
the people' process, so they won't get 
stale. 



"You're going to he 'The man from 
si'ONSOK at Cunningham & Walsh.' 
\ ou're going to work for the agency's 
radio-tv department for a week, start- 
ing Monday. Check with them about 
your first assignment and where your 
office will be." 

I had checked. My first Monday 
chore: assistant to the agency ~upn- 
visor in charge of the live participa- 
tions in NBC TV's Today -how for K. 
II. Squibb & Sons. 1 had double-taked 
when I discovered that the program, 
which goes on the air from 7:00 a.m. 
to 9:00 a.m., begins commercial 
rehearsals an hour and a half before 
airtime. 

The small, travel-stained MG 1 was 
looking for slid up to trie rune and 



The man front SPOIVSOR 



The man front Cnttninahatn & W ulsh 








Mini CI \ \l\fillA II A. II /If. Ml: C&W 

spoofs its practice of sending agencymen out to work in 
retail field; cartoon above is from booklet given new agency 
employees. |n reality, C&W's plan is serious "refresher" course 



AT W OltK O.V TV JOiS: SPONSOR Senior Editor Charles Sinclair spent ai 
at Cunningham & Walsh agency as junior-executive-at-large in radio-tv deparfi 
First real creative chore (see story below) was to produce a tv storyboard for Chri 
Club commercial of Bank of Manhattan. Commercial may appear next Dece 



parked in a space llial looked too small 
for a kiddy car. Out of it hopped a 
stock), round-faced man in a dark 
blue suit and tweed topcoat, lie reached 
back for a briefcase and as be climbed 
out of the car we shook hands. 

'"I'm Tom l)e IlnfT of Cunningham 
& \\ abb." he f-aid, "Let's gel inside. 
It's cold as bell out here." Phi.- was 
no new.-. 1 in a Georgia bo\ . 

1 followed him into the busy, flood- 
lighted RCA Exhibition Hall where the 
Garrowa\ show is staged. It was now 
5:35 a.m. Garrowa\ had just arrived 
and was surrounded, like a Queen Bee. 
b\ a co\e\ of prodin lion coordinators, 
sports writers, newsmen and technical 
men. 

"Let- go grab some coffee down at 
the Telop One Club." De Huff said, 
sliding out of hi- coat a- he -tarted 
down the ramp that lead- to the 
Johnin \ ictor Theatre and the tv 
control room. 

In the -mall reception room at the 
bottom of the rump was a long table 
around which -at half a dozen people 
drinking codec poured In a w bile- 
coated waiter e\ei\one called "Major. " 

"They named tlii? the Telop One 
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Club. "' De Huff explained, "because 
the Garroway telop is the fir-t one that 
comes up on NBC "I \ eac h morning. 
The club members are the agency 
people who have to get down here at 
ibis weird hour to supervise commer- 
cials.'' 

As we gulped coffee and smoked 
Chesterfields ( C&\\ s biggest account). 
De Huff explained win we were there. 

"*\\ e re doina a 'tag for a new 
Squibb promotion this morning.'" be 
said, taking a small cardboard counter 
package containing two bottles of 
Squibb Aspirin. Regular and Chil- 
dren's, from his briefcase. 

"1 was the writer-producer of this 
spot.'' he said. "1 wrote the copy 
around February fifteenth. It \va* 
sent to Howard Bahlock. the ad man- 
ager over at Squibb, on the se\ enleenth 
and O.K.'d on the twenty -fifth. \BC 
got it the next da\ -o Garroway s bad 
il for about a week now. 

"\\ e re supposed to check to see if 
he— got all the -ale- point- strrighl and 
if the product package looks O.K. on 
camera. If it doe-n'l. we 11 ba\e to talk 
to the floor manager or the commercial 
producer and gimmick it up a bit."" 



"Well, look who's here." said a 
\ oice. 

De Huff looked up. A young man. 
natty in dark flannels and checked 
vest, was standing next to the table. 
It was Dick jack-on. the \BC T\ 
senior unit manager on Today. Jack- 
son -at down, waved to .Major for a 
cup of coffee and joined the discussion. 

" This- is a nice. easy commercial, 
-aid Jackson. ""That's a break for u- 
today because we're loaded to the top. 
We've got commercials from General 
.Mills. Florida Citrus. Amazo. U.S. 
Rubber. Lever Brothers. Pream. 
Mutual of Omaha among others." 
"'Any way. we think Garrowa\ works 
best when there are no elaborate gim- 
micks, no tricky cue* and no fancy 
art." 

"Do \ ou think the red on the pack- 
age will come up too light a gray 'i" 
De Huff a-ked Jackson, who looked 
thoughtfully at the package. 

"Can't say off-hand." Jack-on s a id. 
"I 11 lake it up-tair- and we'll give it 
a camera check. Jackson beaded for 
the ramp. We picked up our coffee 
cup- and went down ihe corridor to a 
big \ jew ing room that looked like a 

SPONSOR 




HJSSIXfi TV STORYBOARD: Informal meeting of C&W's radio-tv 
I is called to hash over Bank of Manhattan television commercial done by 
jEOR's "Man At Cunningham & Walsh." Group includes, I. to r.: Dave Lewis; 
eller; Tom De Huff; John Sheehan; Charles Sinclair; Joe McDonough 



REV I EM' OF WEEK'S II Oft K"; Jaclc Cunningham, C&W's 
executive vice president and operational head, at right, looks on as 
Sinclair points to one of four agency-represented products (Squibb, 
Bank of Manhattan, L&M, Northwest Orient Airlines) he worked on 



living room in Belter Homes & Gar- 
dens. A pretty blonde girl from BBDO 
was holding a brisk discussion with a 
sleepy-eyed man from J. Walter 
Thompson. 

'"I think this is lots of fun,'" she 
was saying. 

"Not if you have to come in from 
Westport," grumbled the Thompson 
man. looking at the clock. The time 
was now 6:10 a.m. 

In a few minutes, the Squibb pack- 
age swam into focus on the screen. It 
looked fine. The cameras went back 
to Garroway. 

Time passed slowly. Garroway ran 
through commercial after commercial 
and finally came to the Squibb partici- 
pation. He delivered the main sell on 
the Squibb Angle Toothbrush ("Just 
like a dentist's mirror to help you 
reach those hard-to-get-at places . . .") 

De Huff checked his stop wa'ch. 

"So. look for this Squibb package 
at your drug store." Garroway was 
saying, holding up the toothbrush. 

"Here conies the tag.'" said De Huff. 

". . . and while you re there." Garro- 
way continued as the picture changed 
to a closeup of the "Family Special*' 
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package. " save yourself some money 
on aspirin. Squibb is offering a Family 
Special . . . 100 Squibb Aspirin PLUS 
a bottle of 50 children s quarter-dose 
aspirin, deliciously flavored, for ONLY 
59c. It's a regular 88c value and you 
can ACTUALLY save 29c by buying 
the FINEST aspirin made. Look for 
the Squibb FAMILY SPECIAL at 
\ our drug store. 

"Looks pretty good to me. ' said 
Mori Werner. Today's producer. "Nice 
tight closeup. 

"Just so it sells Squibb Aspirin."' 
replied De Huff. 

We walked up to the floor above. 
De Huff went o\er to where the Squibb 
package sat amidst a group of product 
props that looked like a disorderly 
super-market window. He jiggled the 
bottle up slightly in it? little cardboard 
slot and tapped on the label with hi? 
finger. 

'"We want those viewers to see that 
name." he explained. "Don't forget 
that.*' 

In a few minutes, it was < :00 a.m. 
The show started and went through its 
usual potpourri of news, interviews, 
sports and chatter from Garrowaw}. 



The Squibb commercial went on right 
after a news round-up. De Huff 
watched it critically but everything 
went smoothly. 

'id hate to get up e\ erv da\ at 
four-thirty just t<> play nursemaid to 
a minute's worth of conimerr'al. 1 
said. 

De HuiT grinned. "1 onl\ ha\e to 
come down here when Squibb has a 
new product or a new sales pitch. 
Thais about twice a month. The re?t 
of the time we let Garroway do the 
commercial in hi? own A) le." He 
I Please I urn lo page 1 12 i 



Agency works in new, modern offices in New 
York, even has special shower for clients 
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What do admen think of network 



spot carriers? ::::: 



* webs, .stations battle, no one 
skeel the man in the middle 



In the previous issux , sponsor pre- 
sented the opposing viewpoints of 
networks and stations on the net- 
work '' spot-carrit r" controversy 
[see ''The nit work spot-carriers 
controversy," 8 March lilal, page 
29]. In this article the man in the 
middle — the air advertiser — gives 
his attitude on the issue. 

ith the ''spot-carrier" program 
pushing itself more insistently into the 
foreground of network operations, the 
need for advertisers and agencies to 
know more about the pro's and con's 
of this form of advertising buy is be- 
coming more obvious. 

The network vs. station controversy 



on spot carriers doesn t directly in- 
volve the advertiser, though be may 
feel a concern about charges that one 
or the other side is threatening the 
existence of air media by its tactics. 

W hat the advertiser is really con- 
cerued with are questions like: Are 



controversy 



spot carriers an economical buy? 
How do they compare with national 
spot buys or with purchases of com- 
plete shows on the networks in effec- 
tiveness and flexibility? 

The public battle centering around 
spot < arriers, w hich lias broken out 
anew in the wake of NBC Radio's plan 



to open up as much as 12 hours of 
new shows to one-minute participa- 
tions, sheds little light on these crucial, 
questions. There was a hrief research 
flurry last \ear on the question of na- 
tional spot vs. spot-carrier costs. For 
the most part, however, the fight has 
been characterized by talk about the 
"proper" domain of the two con- 
testants. 

.More than one adman. SPONSOR 
finds, has been struck by the thought 
that the entire spot-carrier issue is one 
that should be fought in the market- 
place. In other words, the admen rea- 
son, let the indhidual advertiser de- 
cide whether it's best for him to buy- 
network participations or local an- 
nouncements and let the networks and 
stations set out to prove to the indi- 



I 



1 



Spot carriers considered tops by admen for low-cost, extra coverage 




The advertiser buying announcements in a 
group of, say, three spot carriers ean usual- 
ly reach more different homes, than if he 
bought three commercials in one program. 



However, be will not reach each home as 
many times as- he would If he bought .the 
three-commercials-in-one-program buy. The 
resulting thin coverage ean be a drawback. 



2 



Before deciding whether or not to buy a 
series of spot-carrier announcements the ad- 
vertiser must define the story he wantls to 
tell and then determine how much time be 



heeds to tell it, the Sehwerin Research Corp, 
points out. Some products need the two or 
three commercials of a show to tell the story ; 
others can do it m 20 seconds. 



3 



j\ spot- carrier announcement provides less« 
sponsor identification with the program than 
a full-program buy but it still gives more 
identification than the usual spot buy. How- 



ever, the buyer of a spot-carrier announce- 
ment must be careful to use the proper ap- 
proach. The spot-carrier buyer ean merehan* 
dise a bis name if he has one. 



4 



The spot carrier offers the network buyef 
a flo-xibility he never had before. The client 
who has to be fast on his feet or who wants 
a short-term saturation buy ean purchase one 



Or more spot carriers almost at a moment's 
notice. The spot carrier, however, is not con- 
sidered a substitute for the flexibility of a, 
national spot campaign. 
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vidual advertiser which approach is 
better. 

While some of the biggest air ad- 
vertisers in tlie bushiest, use them, 
sponsor discovered a surprising lack 
of familiarity with spot carriers, not 
only among clients but among agency 
people, sponsor also discovered some 
confusion about what a spot carrier is. 

It may clarify the problem to ex- 
plain that the big fight about spot 
carriers has centered on radio, es- 
pecially around the so-called tandem- 
type sales plans CSee "So you want 
to buy a 'tandem'?" sponsor, 15 De- 
cember 1952.) As introduced by NBC 
Radio with its Operation Tandem in 
November 1950 this type of sales plan 
offered the advertiser one announce- 
ment in each of a series of programs. 
The other networks fell in line with 
their own plans. Mutual came out with 
its MGM-Mutual and then the Multi- 
Message Plan. ABC followed with 
Pyramid, now defunct. CBS brought 
up the van will its Power Plan, pro- 
moted as a device to capitalize on late- 
in-the-week shopping. 

While the plans varied slightly in 
detail, the original idea was that the 
advertiser had to buy across-the-board, 
that is, one announcement in each 
show. Often a full network was re- 
quired and the minimum buy was 



sometimes 13 weeks. 

Gradually some of thes requirement* 
were relaxed and in many eases the 
advertiser could pick up (if h e really 
wanted to) a single announcement in 
a single show. lie can do that now in 
the Miilti-Me<sage Plan and in such 
\ T BC Uadio shows as Weekend and 
Big Preview, though mam spot car- 
riers still require the buying of groups 
of shows or announcements. 

If the thought occurs to you that 
network radio has been turning more 
toward the magazine insertion or par- 
ticipation buy which evolved in tele- 
vision in answer to high costs and 
that the reps and stations should logi- 
cally be upset about growth of tv spot 
carriers also, the answer is: Thev are, 
The attack on spot carriers is aimed 
to a lesser extent at such web partici- 
pation programs as Home, Your Show 
of Shows and Arthur God f rev. 

To get back to the advertiser. In 
talking about the pro's and con's of 
spot carriers the advertiser often sep- 
arates the (1) across-the-board type 
of buy, which offers audience disper- 
sion, from the (2) buying of partici- 
pations in a single show specifically 
set up to accommodate many adver- 
tisers, especially those with limited 
budgets. 

Here's the basic mathematics, in 



How admen feel about the hot 
spot-carrier controversy 

Whon queried by SPONSOR about 
♦ he subjoet of spot carriers, 
many admen confessed knowing 
little about them, suggested 
the way to settle the contro- 
versy was for networks and 
stations to prove which kind 
of buy was bettor for specific 
clients in specific cases. 



simple terms, of the dispersion type of 
bu\ : The client who buys, say, one 
announcement in three different pro- 
gram- can usually reach more differ- 
ent homes than if he bought one com- 
plete program with three commercials. 
Obviously three different programs 
will attract different audiences e\ en 
if the show t\pes are similar. For 
low-cost coverage this type of buy 
can t be beat, many admen feel. 

Said one agency time-bu\ing execu- 
tive: '"I don't think there's any doubt 
that buying a group of participations 
in these network radio plans gives you 
one of the cheapest methods of reach- 
ing a radio home than can be devised. 
It s true that not much has |>een done 
on research comparing these spot-car- 
I Please turn to page 124) 



Spot carriers, station view 



Spot carriers: network view 



J lii offering radio and tv shows winch "carry'* 
announcements, the networks are encroaching upon 
business which would ordinarily go to stations. la 
nibhling at station income, the networks are hurt- 
ing stations and their ability to serve clients. 



2. While the networks contend that by offering 
"flexibility" they are allowing new advertisers to 
come on who could not otherwise afford to, actually 
spot carriers are attracting the existing clients. 



3. The various network sales plans are actually a 
eut in rates. 1 They thus damage the entire radio 
rate structure.. In addition, some of the network 
shows go into station time, hurting stations more. 



4k Instead of imitating the programing and s*ales 
approach of the stations in selling participations, 
the networks should assume their classic function of 
creating entertainment stations cannot offer. 



1. Networks are not competing with stations any 
more than they have in the past and they have always 
competed with affiliates.. However, the affiliates have 
the advantage of being able to sell to local clients* 
which networks have never been able to do. 

2. It is essential for the networks to attract ldw- 
budget clients and spot carriers are one of the best 
ways of doing this. Networks have been depending 
more on big spenders than other media, 

3. Participations should not be considered a rate 
cut since the advertiser who buys them pays more 
(per commercial) than the advertiser who buys them 
"wholesale," that is, a buy of a complete 1 show. 

4. Network shows attract audiences to stations and 
permit stations to make money by selling local adja- 
cencies. Webs should, therefore, be allowed to devise 
means of getting revenue to keep them going, 



f 
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How to reach small-town .Imcrica 



Itndio is most efficient 1110:111s of pen el rating smaller eoiimiimilies. llany 
admen fail to realize below -50.000 (owns mean .'50% of U.S. retail sales 



remise : \ mi l p celling a national- 
h distributed I ul v powder with a SI 
million advertising budget, So \ou go 
to. your agoiK y and with them you 
study and plan and trim eo-t- and 
finaJK place a muhi-nied 1 campaign 
that covers some 30 major markets all 
o\er (hp country. 

Question: Can you now sit hack 
wailing for thp orders to come bream- 
ing in. with full confidence that there's 
no major segment of your Inning pub- 
lic overlooked? 

Answer; Of course not. Haines are 
a national phenomenon and have a 
univen-al part of their anatomy that re- 
quires- your product, whether they're 
living in {he 30 major markets of the 
L .S. or in the smaller towns w ith popu- 
lations numbering under 100.000. 

And yet advertisers with nalionallv 
distributed product* of mass appeal 
frequently bypass Smalltown. U.S. \.. 
despite the fact that a small percentage 
of their 1051 advertising budget could 



safeguard and increase a good per- 
centage of I heir 1953 sales. 

To analyze the wins and hows of 
reaching Smalltown. I'.S.A., SPONSOR 
has compiled the latest market data to 
s-how advertisers the size and scope 
of this buying public. Case histories 
of three major national firm> who have 
discovered Smalltown, I .S.A., and 
have been selling to it economically by 
way of network radio campaigns will 
illustrate effective and penetrating na- 
tional advertising strategy. 

Here are some major facts that show 
the importance of the small-town mar- 
ket in size and purchasing power: 
o In 1050 G4.7 r c of the U.S. popula- 
tion lived in towns and areas with pop- 
ulations under 50.000. (See population 
breakdown on opposite page.) 
• In 1953 over 30 r o of retail sales 
came out of small-town and rural areas, 
that is. towns with populations num- 
bering under 50.000. 

Key ston° Broadcasting Sv .-tern found. 



in a survey sampling national adver- 
tisers, that individual advertisers rare- 
ly have an accurate yardstick for de- 
termining the exact location from 
which their retail sales derive. Since 
many u-e sales to wholesalers and dis- 
tributors as indications of the efficacy 
of their advertising campaigns. KRS 
feels thai advertisers tend to attribute 
the retail sale to the same town or city 
in which the wholesaler is located. 

If these wholesaler figures are used 
as a base for determining advertising 
strategy and concentration of advertis- 
ing, serious mistakes can be made. In 
a study made l>y Keystone researchers 
in 1953. il was found that in one 
Southern city, for example, more than 
50* out of every whole dollar credited 
to the city was actually retailed ' out- 
side this market. 

Here s how- this KBS studv was 
worked out: based on 1948 U.S. De- 
partment of Commerce figures, it 
shows that it took over SCO billion of 
wholesale sales to make over S130 bil- 
lion of retail sales. In other words, it 
takes 46c () f wholesale sale; to make 
SI of retail sales. Applying this 46?- 
wholesale to SI -retail ratio to various 
cities throughout the country by com- 
paring annual wholesale with annual 
retail volumes. KBS found, for ex- 
ample, that 55c out of every SI whole- 
sale sales attributed to Kansas City, 
Mo., was actually retailed outside of 
the Kansas City market. On a nation- 
al scale, and taking the aggregate of 
32 major metropolitan cities, KBS 
found a sizable and significant "mis- 
placed sales credit/' 

Concluded the researcher*: The ma- 
jor lesson for the individual advertiser 
to learn is not to u*e his wholesale sales 
pattern as an infallible indication of 
source of retail -ales. Keeping regu- 
lar tabs on retail sales turnover at the 
various local retail outlets may reveal 
to him that his penetration is more 
truly national than he thought, with a 
I Please tarn to page 101 1 



You won't find many cracl<er-barrel stores in America's small towns today: Stores carry big 
stocl<, are alert to cooperation with local radio stations on up-to-date merchandising campaigns 
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SIZE OF TOWNS COVERED BY 700 KEYSTONE STATIONS : 



SIZE OF TOWNS COVERED BY 565 MBS STATIONS 



Under 5,000 _ 
5,000-10,000 ... 
10,000-15,000 . 
15,000-20,000 . 
20,000-25,000 
25,000-50,000 . 
50,000-100,000 
Over 100,000 . 



DISTRIBUTION OF KBS STATIONS 



17% 
38 % 



6% 
9% 
4% 
2% 



One-station towns 76% 

Two-station towns 16% 

Three-station towns — «»% 

Four-station towns {or more)—- 3% 

*1953 KBS study 



Under 5,000 . 

5,000-10,000 

10.000-25,000 

25,000-50,000 

50,000-100,000 

Over 100,000 



One-station towns . „_ 
MBS plus independents 

Two-network towns 

Three-network towns _ 
Four-network towns .. 

tl954 UBS study 
''Including all major markets 



«.r% 

21.!)% 
29. -J % 
tV.1% 
10.1% 
<I3.ff% 



DISTRIBUTION OF MBS STATIONS 



49.9% 

8.3% 
17.0% 
11.2% 
13.6% 
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Morn ii soils 200 oars on average weekend, says business grossed 

•S2(i million last year. One of pioneers in I v. Moran puts total budget 
ot* $025,000 into medium to bring salesroom to viewers 



jfi lip through the classified pages of 
any city phone hook and vou'll find 
used car dealers with names like these: 
"Trader Horn - '; "Meyer the 15u\er"; 
"The Sinilin' Irishman*'; "Crazy 
Charlie." 

Dignity went out via the exhaust 
pipe long before the advent of the 
hard-top convertible. For years used 
— and more recently new — auto deal- 
ers have been advertising to create a 
fast-trading atmosphere, hoping that 
buyers will catch the holiday mood, 
relax and loos^cn their fingers on the 
purse strings. 

Some measure of the wisdom of this 
approach can be found in the story 
of Jim Moran, a Hudson new- and 
used-car dealer in Chicago. Jim does 
not call himself fabulous or crazy. But 
his advertising is stamped with per- 
sonal sales-showmanship. Hi* experi- 



ence shows how tv plus personal sales- 
manship can pay off in sales. 

Last year Jim's business, Courtesy 
Motors, grossed S26 million — more 
than any other car dealer in the coun- 
try, he says. He is selling at the rate 
of 200 cars per weekend. His business 
is only nine years old. And Jim has 
been using television exclusively for 
six of those years. This vear he will 
spend over $625,000 on three pro- 
grams in the Chicago market. 

Jim was one of the television pio- 
neers in the auto line. He was one of 
the first car dealers to show an actual 
automobile on the tv screen. Here are 
some of the factors which guided hi in 
and the agency, Malcolm-Howard Ad- 
vertising, in the choice of television as 
an advertising medium: 
• Getting a customer into the auto 
showroom is half the battle. Thev are 



half-sold once they're on the floor and 
can get a closeup view of the cars. 
Television offers the opportunity to 
bring the showroom into the homes of 
thousands of viewers. It allows mass 
demonstration of a car's features in 
much the same way that a personal 
sales demonstration would be done. 
• People may not read the small type 
in print ads but chances are they'll 
listen to a persuasive human voice giv- 
ing the same copy points. If you keep 
the delivery natural, you'll make it 
believable and hold viewers' attention- 
Jim felt the success of his television 
venture would go hand in hand with 
the sales knowhow of his announcer. 
He reasoned that cars are luxury items, 
and his own line, the Hudson, was a 
medium-priced auto far from top in 
popularity with American car owners. 
At the end of World War II it ranked 



Moran m.c.'s two shows, is as well-known !n 
Chicago area as top tv talent. Below, he 
dons Western garb for "Barn Dance" program 




site 

bun: itt«V S T 



p'riP'h" III* .llllllllll! IH'WIIll 

ffoit* Jloran built S2(i million business: 

1. Jim began business career after high school as a gasoline pump often* 
<lont. Within a /Vic years he had own station and two years later he teas 
owner of three stations. World War II interrupted business career. 

!£. After war Jim opened own Ford agency in suburban Chicago Heights. 
Shortly thereafter he bought Hudson agency which consisted only of one 
small building. Business prospered because of postwar automobile shortage. 



i$. Jim reasoned boom period had to draw to close soon, d<cidcd to begin 
steady advertising pressor* as insurance for future. In '-}?> he signed for 
tv wrestling show at w<(kly cost of £1,000, then considered "fantastic." 

■I. Withtn two months after initial show Jim says he was largest Iludson 
dealer in country. lie switched to sponsorship of feature films, later added 
two other shows: variety and barn dance programs, televised alternate weeks. 

Jim is announcer on all three programs, is m.c. on tiro of the shows. 
Business now takes «/> full block, has 400 employes. Jim is active in civic 
affairs, has done charity telethons, has been asked to run for mayor. 



«i Diimnrnm lot im n i 



44 



SPONSOR 




Owner is air salesman: Jim's commercials are easy-going, in 
low-key style like ordinary conversation. He says secret of appeal lies in 
fact he's "always himself." Occasional grammar lapses add believability 



ninth in sales, began slipping after 
1946, and had reached fifteenth place 
last year. 

When the war ended the demand for 
cars was so great that all dealers had 
waiting lines of prospective customers. 
In 1948 when Moran launched his tele- 
vision effort cars were still at a premi- 
um but he reasoned that the boom pe- 
riod had to draw to a close in short 
order. He decided to begin steady 
advertising at an early date as in- 
surance against a less-bright future. 
Jim figured it would take real show- 
manship to chalk up a better-than-av- 
erage sales volume for his car agency. 

What better person could fill his 
specifications than himself? Moran 
had built his business on his ability 
to make sales and to train others in 
the art of salesmanship. He could ap- 
ply this ability on television as well 



as in the showroom. 

In 1948 he signed for the full wres- 
tling show over WENR-TV. Chicago 
(now WBKB), from 8:30 to 11:30 
p.m., at a cost of about SI. 000 a week 
— then considered a "fantastic" sum 
for a local sponsor. During the com- 
mercials cars were actually driven up 



case history 



before the camera and Jim did the 
commercials in front of Chicago's Civ- 
ic Opera building. 

Within two months after his initial 
tv show Moran says he was the larg- 
est Hudson dealer in the country. 
Within one year he claims he was the 
largest automobile dealer in the U.S. 



After about a year he switched to 
sponsorship of feature films Sunday 
nights on WGX-TV. This marked one 
of the first times an advertiser had 
bought movies on television to sell a 
product. Jim named the program 
Courtesy Theatre, to tie in with the 
name of his business. 

Because of the success a>[ these early 
ventures Jim and Hal Barkun. account 
executive, made plans for further ex- 
pansion of the tv lineup. They added 
an hour-long variety show. The Cour- 
tesy Hour, in 19of> (Fridays, 10:00- 
11:00 p.m.: WBKB). A short time later 
the third and la?t show. Barn Dance. 
was added to the schedule. The latter 
now alternates every other week with 
Courtesy Hour. 

Announcer on all three and m.c. on 
two of the shows is Jim Moran. 
(Please turn to page 114) 
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hat should a sponsor do when it look:- like bu-inos 
condition? are gelling worse? 

Pla\ it KifeV Cut hi- a«i\ «Tt isi n « to fit the aAerage ex- 
pected -ale- pattern? Ik' hold, creative? Increase his ad- 
veiti-iii" in the hope uf getting a greater -hare of the 
market or even luring more mone\ out of the consumer 
than he might otherwise spend? 

B\ nature optimistic. si'O.Y-oll plumps for the latter 
course and ha- a -uh-tautial proportion of admen be- 
hind it. Hut it take- all kinds of advertisers to make a 
busine-- world -o sl'OV-OK i- picturing the diflerent paths 
adverti-er.- faced w i t li declining >ales can take. 

Any resemblance between the examples cited below and 
actual, live advertisers is not so coincidental. Rut sponsor 
is not pinpointing specific advertisers so much a* repre- 
-enting typical attitude- toward broadcast advertising. 
These are dramatized to point up the dangers and oppor- 
tunities that face nd\erti-er- in a veces-ion. \nd, as a 
b\ product, they ma\ ser\e to remind younger members 
of the advertising fraternity that their faith in radio and 
television salesmanship must be pitted occa«ionallv against 
a sales curve veering in a southeasterly direction. 



1 he four case histories below inav also help to dust off 
*ome thinking about how broadcast advertising can fit into 
a reee^-ion picture. From talks with admen SPONSOR sees, 
the picture shaping up roughly a» follow-: 

Radios low cost, which helped the medium grow in the 
depression of the 30 s. help the ad\ertising dollar 

work harder. The ad\ertiser interested primarily in drum- 
ming aero-- a brand name, in reaching hi- prospects at 
lowest cost, will find radio his he-t bet. The advertiser 
who has to he fast on his feet will find radio ideal for 
making quick copy changes. 

Tele\ ision's high impact, its ability to reach an fift* 
mense audience in a short period of time is videos trump 
card. Its growth is reducing its cost-per-1.000. The pos- 
sibility that the consumer will cut down on outside amuse- 
ments, spend more time at home means even greater audi- 
ences for the tv advertiser. 

How would radio and tv fare if things really got bad? 
Tv would be vulnerable because of it> high costs., would 
have to cut clown on overhead, run cheaper shows. But. 
as economists point out. even growing industrv get- one 
free ride through an economic storm. Assuming tv is jtill 




He axes tv 

The trc/mic Advertisers The firm never belie\ed in 
advertifing in the fir^t place and the Old Man always points 
to Uer*he\ as proof that advertising isn t necessary. The 
firm is family -owned and the Old Man ha- lo?t his old-time 
bu-iness energy, now putters in the garden outside the 
plant. With sales going down, the need for cutting ex- 
penses becomes the most important subject of discu>sion. 
Advertising gets it first. The ad budget is cut to the bone. 
The radio and tv network shows are eliminated entirelv 
because they're " too damned expensive." The Old Man 
didn't see any sales from the shows and chose the tv pro- 
gram only because his wife thought every woman in the 
country would consider the male singer cute. The agency 
protests, urges a media test hut the idea is turned down on 
the grounds the firm can't afford it. The Old Man turns 
down spot radio hecau-e it has no "impact.' 




He sticks in his rut 

T7i<» it fietl-'tti-tlte-Wnul -but -Conservative Atlvertis- 
***** The firm, an old-line air advertiser, continues its radio 
and tv selling in the same pattern but. because of the sales 
decline, makes minor adjustments in its spot buying. Its 
over-all ad budget is cut slightly by pulling out of markets 
where sales pressure has not been conspicuously successful 
and pulling part of this saved nionev into more promis- 
ing areas. 1 he copy line is continued but it is decided to 
reduce the number of selling points to increase the remem- 
brance factor. However, because of the lower budget ceil- 
ing the film commercials are kept intact and the new. sim- 
plified sales message is introduced only in radio and print. 
The firm has a deep faith in advertising and once it decides 
on a course of action will follow through with all it has. 
Because of this thoroughness, however, it tends to be some- 
what inflexible and basic ad changes take \ ears. 
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Hero are four cast* histories which show some 
possible paths sponsors may take in a recession 



growing during this (hypothetical) depression, its expan- 
sion would compensate for bad times, which is what hap- 
pened to radio two decades ago. Like tv, radio has a 
cushion in that local am advertising is still on the way up 
hut as a mature national medium it would be affected most 
where its competition with tv (such as nighttime pro- 
graming) is most direct. Video sponsors who get their 
hands on high-rated shows will not give them up if lire 
budget must be cut even if the shows do cost a right arm. 
This means that other media, including radio, will bear 
the brunt of the ax. 

sponsor is not implying that business is starting to 
slide into a long-term down-grade. On the contrary it 
foresees the possibility of a repetition of what happened 
during the '48-'49 recession. 

Back in 1948 business men were in one of those it's- 
about-time-for-a-slump moods. Industrial production fell 
1 7 r .r and there was a dip in personal income. 

Fortunately, the consumer went on buying. Price cuts 
helped but it is also significant that advertising expendi- 
tures continued rising. McCann-Erickson estimates of ad- 
vertising dollars show an increase from $4.8 billion in 




He gets Scotch 

The MaUe-Eveiry~E>oUav-CouHt Advertiser: The firm 
is in a traditionally low-profit business and faced with a 
softening market decides to take drastic steps to insure that 
every advertising dollar is economically spent. The entire 
media allocation picture is reviewed in an effort to weed 
out unproductive media schedules. Cost-per-1,000 is care- 
fully analyzed and these costs plus estimates of program 
and announcement impact are used as the basic means of 
deciding what to keep and what to drop. The budget is 
reduced to the current sales level. A consumer study of 
proposed copy changes is proposed on the theon that, 
while it may be initially expensive, the results will be eco- 
nomical in the long run. Most of the money taken out of 
unproductive media schedules is put into radio on the 
premise that an am campaign is the cheapest way of reach- 
ing the firm's prospective customers. 



19-18 to .s.x2 billion in 1919. I!\ the time the Korean 
War broke in 1950, the "inventon depression" was over. 

Ili-toiv may repeat itself. A recent \N \ sur\c\ showed 
ad expenditures will continue to ri-e this war. * * * 

This !*•<• fit/In for 

Tlic article on these pases sketches what ran happen 
when sales stiffen: The linn which never believed in 
advertising is apt to drop its nir campaign; the 
convinced advertiser will continue in the same path, 
modify his strategy to meet changed conditions or 
expand his air expenditure. seoN'soR believes the only 
wise philosophy is that of the advertiser who con- 
tinues to spend money in order to make money, spon- 
sor feels that in addition to their role in straight 
.selling of products, the air media can play another 
part in resisting recession, sponsor has suggested 
and a number of stations have taken up the idea of a 
"Let's sell optimism" campaign of public service 
announcements. See details in editorial on page 134. 




He's fast on his feet 

The Creati ve - Ymi - Gntta - Mo re - Vast \il vert tser: 

Faced with its first sales decline in 17 years the firm de- 
cides to restyle its packaging to emphasize 1 lie glamorous 
aspect of the product and shoot new film commercials. It 
also considers putting out a cheaper version of the prod- 
uct but will test consumer attitudes first to see what the 
effect will he on the more expensive one. There is no cut 
in the advertising budget. The agency is told to shop for 
a new tv show more in keeping with the new look of the 
product. As a further hedge against a slump the firm be- 
gins negotiations to buy out a manufacturer whose line is 
completely different than the one put out now. \ special 
sales conference to kick off the new campaign is scheduled 
and the agency begins a policy of sending out weekly let- 
ters to all salesmen. The firm had reduced its advertising- 
to-sales ratio and feels it can boost it now. 
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ers told ^ 



Novel entry in form of card 
pictured old-fashioned radio 



Letters profile* radio's role in lives of listeners, can give jffe 



M he changing pattern of radio, listening is no where Letter 
revealed than in the results of a recent W'CBS, New York, 
contest. W'CBS' Jack Sterling, wakeup man, asked listeners 
to tell liiiti why the) liked radio. Uy the end of 13 weeks 
■14,000 had sent in letters which together write a profile of 
radio 1954. 

The letters read as if they had been distilled out of 
radio s promotion slogans for the past five years. Yet there 
was no coaching from the radio men for Sterling merely 
asked his listeners to fell why they liked radio. He fed 
them no hints. The similarity, therefore, between what the 
listeners spontaneonsh say about radio and what radio 
has been saving about it-elf is striking. 

Listeners told Sterling: 

"We wake up to radio." 

"Radio is as much a part of family life as the morning 
cup of coffee. ' 

"Radio is an easy, understanding guest who doesn't force 



his host to sit in the living room and give of his full 
attention." 

1 he letter writers expressed themselves in virtually alt 
the phrases that have become a part of radio's promotion 
stock (though none of them hit on the "Everywhere you 
go there's radio" slogan in quite those words). Yet, to a 
SPONSOR editor who scanned dozens of the letters, this 
difference emerged: The amateurs say it better. The 
amateurs drive home the lesson more memorably — prob- 
ably because they succeed in showing how radio fits into 
their lives with more human examples than the best 
promotional devices have been able to achieve. 

The most important thing for advertisers that the letters 
reveal is to what degree radio, especially in the morning 
and afternoon, is a companion to other activities. 

How does this afTect \our use of radio? 

Bob Foreman, BBDO vice president in charge of tele- 
vision, wrote in a recent sponsor column of the increasing 



FIRST PRIZE FOR BEST LETTER WAS CAR. 78 RADIOS WERE AWARDED. BELOW, JACK STERLING, WCBS, WITH LETTERS 
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peetive in ad planning 



stridency many have observed in radio commercials. Fore- 
man pointed out that the raised voice, the sound-effects 
clarion, the attention-grabber are emerging because radio 
is no longer used by the listener as a total-attention source 
of entertainment. Rather it is often a service and companion 
medium. 

Foreman's observations and the evidence presented by 
listeners themselves in the WCBS letters may be a reminder 
to the advertiser that he check his 1954 commercial copy 
against 1954 listening patterns. The commercial that was 
mediocre in 1944 is hardly destined to ring any bells today. 
Yet many an advertiser hasn't thought intensively about his 
commercial copy since the decision years ago to enter radio 
in the first place. 

Though the listener isn't necessarily devoting his atten- 
tion totally to a radio program these days, that of course 
dosen't mean the only way to sell him is by shouting. The 
listener by now — and the WCBS letters enforce this impres- 
sion — has learned to balance his level of attention between 
another activity and radio. This developed listening sense 
the newsletter of the Grey Advertising Agency recently 
termed the "third ear" of the American radio public. 
(Grey also pointed out that the divided attention charac- 
teristic of the radio audience is not unique with radio. 
Grey noted that few people were capable of concentrating 
on the same thing without interruption for more than a 
few minutes. Newspaper reading, magazine reading, for 
example, are interrupted continuously by conversation, by 
staring into space — and by radio listening.) 

Here then are some examples of the most revealing 
WCBS letters. Reading them is in a way like taking a trip 
through the New York metropolitan area, heaviest tv zone 
in the U. S., and ringing doorbells to inquire about listening 
habits. 

One of the letters is from a foreign-born girl who didn't 
know a word of English when she came to America — but 
learned the language and lots more from radio. Another 
letter is from a blind musician; he learns popular songs 
from radio and thus can earn a living playing those songs. 

Many of the letters are from housewives. They tell you 
what it's like to keep house and watch the kids and get 
dinner ready on time. They tell you it would be a tough 
day if they didn't have radio to humor them, to tell them 
what was going on, to keep them on schedule. 

All the letters had this in common : They have a ring 
of sincerity. For instance, this letter: 

"Lacking diamonds, a radio is this girl's best friend! 
When I crave companionship, it doesn't stick its head 
behind a paper and grunt. It is as full of helpful advice as 
a mother-in-law — but I can shut it off when I've had 
enough! It lightens my load when I have tedious house- 

[Please turn to page 116) 




First-prize winner, housewife Mrs. B. C. Nash (above), of Noroton, 
Conn., knits while enjoying radio program. Letter appears below 



Here are four aiitstaudhiff letters: 

First prize: Dave you visited the U. X. in session ? 
Have you ever brushed your teeth to a mazurka ? 
Or heard a Coronation ceremony while eating breakfast? 
Have you ever mopped the floor to the blues? 
Have you heard an atomic bomb explode? 
Or heard Lohengrin while taking a steam bath? 
Have you ever been bird watching with Hing Crosby? 
Have you ever painted a fence and heard a National Political 
Convention ? 

Or trimmed a Christmas tree while listening to the West- 
minister Boys Choir? 
I have, because I like and listen to the radio. 

* » » 

Second prize: Radio brings the world to me. I am thrilled to 
hear voices of people destined to go down in recorded history; a 
privilege denied those of other ages. My children receive a 
broadening outlook, a wonderful supplement to their textbooks. 
Strict censorship assures elean entertainment. More than any- 
thing else radio brings people together, promotes understanding. 
Radio knows no religious or racial barriers. Talent, deeds, ideas 
count. Folks from far off isolated places, sophisticates from 
fast moving cities are my neighbors via ear. I hear both sides of 
political controversies. Better informed, I vote more intelligently. 

* * « 

I came to America three years ago not knowing a word of 
English. At Christinas my mother bought m» a radio. I listened 
to it as much as possible in the beginning, not understanding 
much. After a few months I began to understand, my English 
improved, and my school work improved. I owed all this to my 
radio. I know I would have learned the language after a time, 
but not as quickly. Now I am in the eighth grade and am better 
in my subjects than most of the kids my age. 

* * * 

. . . Xantueket Island is a vacation spot and ... I play the 
accordion on the main street of our town from eight to nine in 
the evening, weather permitting. I give concerts of semi-classic 
and pop tunes of the day. That is where radio comes in. It keeps 
me abreast of the latest tunes. From nine to 10, I conduct 
community singing with the help of an m.c. 

I like radio because, in spite of my handicap, I am kept in- 
formed as to the news of the day, so that 1 am able to go out on 
the street and discuss the topic of the day intelligently with my 
sighted friends. (Letter was written in braille.) 
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Part in of SPONSOR** 23-artiele Media Evaluation Study tells of 
lessons drug firm learned, what steps to take in testing 



The two-part article on ''Can )Oii set 
iiji an 'ideal' media test?", just con- 
cluded (see SPONSOR, 22 February and 
8 March 1934), summarized the latest 
thinking on the subject and gave some 
practical advice. Experts detailed the 
problems involved and discussed how 
inter-media tests might be carried out. 
In this article George J. Abrams, ad- 
vertising director, reveals what the 
Block Drug Co.. oj Jersey City, has 
learned from hundreds of media and 
copy tests and the steps it takes to set 
one up. He is running 20-some tests at 
the present time. Abrams is a member 
of SPONSOR"? All -Media Advisory 
Hoard. Block Drug spent $5.5 million 
on advertising in 1953 — 65 r T of it on 
air media, 25 r c in newspaper supple- 



CEORCE ABRAMS, 
ADVERTISING DIRECTOR 

George Abrams, ad director of Block Drug, 
is convinced it pays to test media and copy, 
has 20-some tests running at present for prod- 
ucts lite Amm-i-dent paste, Pycope brushes 




merits and 10't in magazines. Of the 
air expenditure 45 r e of it was for tele- 
vision and 20' < for radio. Some of 
Block Drug's products: Amm-i-dent 
toothpaste, Green Mint mouthwash, 
Polident Denture Cleanser. 

J£\ock Drug Mart- with a realistic 
premise — that no test operation is per- 
fect. 

Its experience in hundreds ol tests 
lias convinced Advertising Director 
George J. Abrams that no matter how 
closely you set up "'control" factors 
with a single testing variable, influ- 
ences creep in to affect your results. 

According to Abrams, it may be a 
wholesaler in one city who does a more 
thorough selling job. 

It may be a retailer who dislikes 
your competitor and pushes your prod- 
uct to his customers. 

It may he the local radio station 
which believes for disbelieves) that 
merchandising should accompany your 
schedule. 

It may he a strike or vacations or 
the weather. 

Or. more specifically applying these 
influencing factors to media: 

• It may be a morning-evening news- 
paper competing against a dominant 
evening paper in another market. 

• It may be a radio station with high 
out-of-home listening vs. a radio sta- 
tion with little out-of-home listening. 

• It may be the purchase of time 
bought on the basis of a Pulse rating 
in one market, a Hooper in another, 
a Conlan in a third. 

• It nrav be an unequal coverage sit- 
uation where both stations are 5.000 



watters but one reaches farther than 
another because of terrain. 

"When you make up a list of these 
'unforeseen' variables. \ou are often 
inclined to dismiss te-ting on the basis 
that it is unscientific, unreliable and 
unsound." Abrams told SPONSOR. 
'"But — and here's the important 'but" 
I have never conducted a test where 
a success was not obvious as a success. 

"When \ou are testing, the responses 
come in relative values, but when you 
have a 'hit,' believe me, there's no mis- 
taking it." 

How then does Block Drug set up a 
test? 

B\ using this six-step procedure: 
( Please turn to page 1261 
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"PSYCHOLOGY OF 
MEDIA" COMING 

Part 20 of SPONSOR'S All-Media 
Evaluation Study will appear in the 
next issue — 5 April — and cover the 
latest experiments and theories on 
the psychological factors you should 
consider in order to use each me, 
dium to best advantage. When 
series is completed, it will be pub- 
lished in book form sometime this 
summer. You may order a copy now. 

STUDY IN BOOK FORM 

SPONSOR'S All-Media Evaluation 
Study will be published in book 
form in the spring after the re- 
maining articles in the 23-article 
series appear. Price has not yet 
been determined, but you may re- 
serve a copy now. Just send a card. 
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SPONSOR'S All-Media Advisory Board 



George J. Abrams ad director, Block Drug Co., Jersey City 

Vincent R. Bliss executive v. p., Earle Ludgin & Co., Chicago 

Arlyn E. Cole president, Cole & Weber, Portland, Ore. 

Dr. Ernest Dichter pres., Inst, for Research in Mass Motivations 
Stephens Dictz v. p., Hewitt, Ogilvy, Benson & Mather, New York 
Ben R. Donaldson ad & sales promotion director, Ford, Dearborn 



Morion Harper Jr. 
Ralph H. Harrington 
Morris L. Hite 

J. Ward Maurer 

Roymond R. Morgan 
Henry Schachte 



president, McCann-Erickson, Inc., New York 

ad mgr., Gen. Tire & Rubber Co., Akron 

« , president, Tracy-Locke Co., Dallas 

ad director, Wildroot Co., Buffalo 

pres.. Raymond R. Morgan Co., Hollywood 
v.p., Sherman & Marquette, New York 
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When mapping an area, surveyors use "bench mark" of known accu- 
racy to determine boundary lines. Admen can now use county-by- 



county tv set figures of CBS TV as "bench mark" in making projections 
of size and shape of U.S. tv. CBS TV survey covers vhf, uhf sets 



(IS ITs new countv tv set 
figures: how to use them 

First post-freeze tv figures are milestone of lv ? s U.S. growth 



M he county-by-county figures of U.S. tv penetration that 
appear on the following pages — even though they represent 
the tv home count as of last November — have many impor- 
tant uses in tv research and ad planning. 
These include: 

1. Using the figures, which were compiled by A. C. 
Nielsen for CBS TV Research, as a "bench mark" in cor- 
recting post-freeze estimates of tv growth, particularly uhf. 
For example, the number of tv counties increased over 
50% and the number of sets increased 4,000,000 between 
the time CBS TV released its statistical projection? of tv's 
size last May and the time the November study was made. 

2. Revising coverage estimates and rate structures of tv 
stations and networks, especially in the areas which be- 
came video areas when the freeze was lifted. Tv prices, in 
many of these new areas, have hitherto been calculated 
largely on the basis of estimates by local tv dealers. 

3. Charting the relationship between tv coverage and 
sales territories. Advertisers can discover how well the 
various counties in sales districts are tv-covered. Where 
tv coverage is light, additional media support mav be nec- 
essary to fill in the gaps. 
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4. Checking the prices of syndicated tv film programs. 
Usually, such shows are priced according to a variety of 
formulas. Sometimes, they are priced on the basis of tv 
station time costs, which in turn are often based on the 
number of tv homes in a market. Sometimes, they are 
based directly on the number of video homes. Sometimes, 
tv film shows are priced on combination of these two 
guides. In any event, the CBS TV census — or projections 
based on it — can serve to guide admen in their examina- 
tion of film program prices. 

The most important single use for these figures is bv 
agency research personnel in making up a series of growth 
curves. These are research plottings which show the num- 
ber of sets, or level of penetration, in a tv market. 

The usual agency practice concerning them is this: 

The curve usually starts with the point at which a 
county first received television service. If it is one of the 
"mature* 1 counties, the starting date might have been in 
1948 or 1949. This, the first "bench mark,'* is the zero 
point in set growth. 

Later bench marks along the way would include the 
U.S. Census of 1950, the Nielsen Coverage Service data 
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Complete figures for 17. S. appear starting next pmge 



of late 1952, and the CBS TV statistical projection of tv 
growth, based on NCS, released last May. 

These growth curves are usually made up in "families" 
of curves, since county differences in income, location, 
population density and other factors cau^e sizable differ- 
ences in the way tv grows in a particular county. How- 
ever, they usually fall into one of a dozen or so major 
categories. Growth patterns in "old"' counties can he 
used as a guide in plotting growth in "new," post-freeze 
areas, many of which are serviced b\ uhf. 

With the aid of the CHS TV figures, an agency can now 
examine the projections it made for a county back in No- 
vember of last year. If the curves are too high, or too low, 
an adjustment can be made to make the curve more accu- 
rate in terms of todav's set counts. 

In the figures below, the following symbols and defini- 
tions apply: 

Tv counties: These are counties which were receiving tv 
coverage at the time the survey was made last fall by A. C. 
Nielsen Co. 

Total families: Family figures as shown in the second 
column were compiled for A. C. Nielsen by Sales Manage- 
ment. They are a special updating of the U.S. Census fig- 
ures, and were current as of 1 November 1953. 

'Tv families: These figures represent the number of fami- 
lies with tv sets (vhf, uhf, or both) as of last November. 
Actually, they are projections made from a checkup in a 
100,000-honie probability sample of the U.S. made by 



A. C. Nielsen. They are reported by individual counties 
only if or more of the families in that county report 

owning tv. 

Uhf families: This is the number of families who own tv 
sets that are equipped to receive a uhf video signal. In the 
tables below, these figures are reported only if 10% or 
more of all the families in that county owned uhf receivers. 

The percentage figure next to the family counts (tv and 
uhf) show the percentage of the total families in the county 
which are either equipped to receive tv, or uhf television. 

Counties with less than lO^/o tv ownership (usually, 
these counties are in the "fringe" of a tv station's cover- 
age) are reported for each state as a group. 

t Indicates a county which is part of a Nielsen county 
cluster. Such clusters are a group of two or more adja- 
cent counties used as a sampling unit. The percentage of 
tv ownership for each cluster is applied to each county in 
the cluster. 

* Indicates a tv county with partial penetration by uhf, 
but where less than lO'/o of all the families in the county 
own uhf receivers. In such cases, uhf ownership i> not 
reported separately, although the uhf families are included 
in the state tv totals. Thus, the state total of uhf families 
may exceed the sum of the individually reported counties. 

LT : Indicates less than 10%. 

Still not solved by the CBS TV figures: where will the 
next set census come from? Industrv has still to settle this 
problem (see SPONSOR, 22 February 1954, page 27). * * * 
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TV counties 


total families 


TV familitt 


VHF familitt 


61 Id win 


11.700 


2.790 


24% 


1^20 11% 


1Bibb 


4.200 


2^00 


62 




♦ Blount 


7.400 


2.860 


39 




' Bullock 


3,500 


600 


17 


490 14 


Calhoun 


22300 


10360 


46 




Chambers 


10,200 


3.920 


38 


• • 


1 Cherokee 


4.100 


1,480 


36 




'Chilton 


6.900 


2.310 


33 


• • 


'Choctaw 


4.400 


480 


11 




'Clarke 


6.700 


790 


12 


• * 


'Clay 


3.200 


1.060 


33 


• « 


'Cleburne 


2.900 


1.040 


36 




Colbert 


10.900 


1,060 


10 




'Conecuh 


4.800 


620 


13 




'Coosa 


2300 


920 


33 




'Cullman 


12.400 


S.710 


46 




Dallas 


14.600 


3.260 


22 


• • 


De Ralb 


11.900 


2330 


20 




'Elmore 


7.600 


1,750 


23 


* • 


'Escambia 


7,700 


990 


13 




Etowah 


27.900 


13.S20 


48 




'Fayette 


4300 


910 


19 




'Franklin 


6,500 


1.430 


22 




'Greene 


3,900 


660 


17 




'Hale 


4.600 


790 


17 




Jackson 


9300 


920 


10 




Jefferson 


169,900 


110.120 


65 




'Lamar 


3300 


720 


19 




Lauderdale 


1SJO0 


1.550 


10 




'Lawrence 


6,500 


1,630 


25 




Ue 


11.000 


1340 


12 




'Limestone 


B.900 


2.210 


2S 




'Macon 


6,900 


1,170 


17 


980 14 


Madison 


19.900 


4,060 


20 




'Marengo 


7.000 


1,030 


15 




'Marion 


6,900 


1.550 


22 




Marshall 


12.100 


2.650 


22 




Mobile 


72JO0 


26.940 


37 


2S.200 35 


Montgomery 


41,900 


8340 


21 


8,100 20 


Morgan 


15,100 


4.420 


29 




'Perry 


4.200 


710 


17 




'Pickens 


S.400 


970 


18 




'Randolph 


5300 


1380 


35 




Russell 


10,100 


1,770 


17 


1.770 17 


'Saint Clair 


6,700 


2350 


38 




'Shelby 


7.700 


4.730 


61 




'Sumter 


WOO 


780 


IS 





Talladega 


16/jOO 


10330 


6S 




Tallapoosa 


9.000 


2.020 


22 


* 


Tuscaloosa 


24,000 


7.098 


30 




Walker 


16,200 


8310 


54 




'Washington 


3.600 


400 


11 


• « 


'Winston 


4^00 


2.070 


46% 




TV eounllet 


733.400 


278.000 


38% 


41,200 6% 


other counties 


91,300 


2.470 


3% 


1.240 1% 


total 


824,700 


280.470 


34% 


42.440 5% 


ARIZONA 










TV counties 


total families 


TV families 


VHF families 


Maricopa 


119.400 


79370 


67% 




Pima 


54^00 


16.730 


31 




Pinal 


13300 


6.240 


47 




Yuma 


9*00 


3.110 


35 




TV countiet 


196,200 


10S.9S0 


54% 




other counties 


56.900 


1.620 


3% 




total 


253,100 


107,570 


43% 




ARKANSAS 








TV eounties 


total families 


TV families 


VHF families 


'Arkansas 


6300 


1.360 


20% 


680 10% 


'Ashley 


6.700 


1.140 


17 




'Chicot 


6.100 


1.040 


17 




'Clay 


7.400 


1.920 


26 




'Conway 


4.400 


480 


11 


• * 


Craighead 


13,900 


8.260 


S9 




Crittenden 


12.700 


6*10 


52 




'Cross 


6400 


1270 


36 




'Faulkner 


6.700 


730 


11 




'Fulton 


2,600 


960 


37 




'Greene 


8.000 


2420 


2S 




'Independence 


6.400 


1340 


24 




'Jackson 


7.000 


1,710 


24 




'Lawrence 


5.700 


2.090 


37 




'Lee 


6.200 


1.920 


31 




'Little River 


2.700 


1,030 


38 




'Lonoke 


7.200 


1.440 


20 


780 10 


•Miller 


10.400 


3390 


37 




Mississippi 


21,400 


14.010 


65 




' Monroe 


5.100 


1.120 


22 




Phillips 


12.900 


4,770 


37 




'Poinsett 


10.000 


3.600 


36 




'Prairie 


3.600 


720 


20 


360 10 


Pulaski 


63,400 


10370 


17 


10370 17 


'Randolph 


4300 


1390 


37 





'St. Franeia 


9300 


2,920 


31 






Sebastian 


20,000 


6.930 


35 


S.700 


29! 


Union 


14.700 


1.780 


12 






'Van Buren 


2.600 


290 


11 




• 


Washington 


15,600 


2.950 


19 






'Woodruff 


4,400 


920 


21 






TV eounllet 


314.700 


92.580 


29% 


18,730 


~6% 


other counties. 


220300 


9.440 


4% 


960 


LT 


total 


535300 


I02fi20 


19% 


I9.6W 


~4% 


CALIFORNIA 












TV countUs total families 


TV families 


UHF families 


Alameda 


276,900 


202,750 


73% 






'Alpine 


100 


40 


38 






'Amador 


3.000 


1J020 


34 






Butte 


24.100 


4.770 


s20 






'Calaveras 


3300 


1.190 


34 






'Colusa 


4.000 


960 


24 






Contra Costa 


103.700 


63330 


61 






'Eldorado 


6.2O0 


2.120 


34 






Fresno 


93.200 


45.460 


49 


41.120 


44% 


'Glenn 


5.100 


U10 


24 






Humboldt 


27.400 


4.560 


17 






Imperial 


17300 


3.620 


21 






Kern 


80,000 


28.280 


35 


16.720 


21 


Kings 


15.000 


6300 


42 


4000 


27 


'Lake 


4.700 


1.130 


24 






Los Angeles 


1.637.600 


1,409.450 


86 






Madera 


11300 


5330 


45 


4,140 


35 


Marin 


31.400 


22.990 


73 






'Mariposa 


1.400 


5J0 


38 






'.\trrced 


22.40(1 


8330 


39 


3.900 


It 


'Mono 


700 


270 


38 






Monterey 


49.100 


20.250 


41 






Napa 


15,700 


7.190 


46 






'Nevada 


7.000 


1310 


26 






Orange 


90.400 


71.660 


79 






Placer 


14,400 


5.660 


39 


i 


M 


'Plumas 


4.700 


1ZM 


26 






Riverside 


68.400 


393S0 


58 






Sacramento 


105.100 


51.270 


49 


isaao 


is 


'San Benito 


4300 


1.920 


40 


860 


18 


San Bernardino 


107.900 


71.780 


69 


<* 


• - 


San Diego 


237.000 


172^20 


73 






San Francisco 


287300 


191.990 


67 







San Joaquin 


69,100 


40,080 


58 




San Luis Obispo 24300 


730 


31 




OAS i»l • ICv 


92,600 


78,050 


84 




\an(s RnrnArj 


353OO 


16.960 


47 




Santa Plari 


107,000 


79,330 


74 




Santa Cruz 


26,500 


7,890 


30 




♦Sierra 


500 


130 


26 




oolano 


40,300 


28,570 


7] 




Sonoma 


39,900 


18370 


46 




Stanislaus 


44 900 


1< ,540 


39 




tSutter 


9,100 


2,620 


29 




Tehama 


6,900 


1.240 


18 




♦Trinity 


1,900 




18 




Tulare 


46,500 


13,870 


30 


11,450 25 


♦Tuolumne 


4,600 


1,750 


38% 




Ventura 


40,300 


31,300 


78 


• • 


Yolo 


14.200 


6,000 


42 


2,920 21% 


♦Yuba 


8,500 


2,470 


29 




TV eountiei 


3,974,700 


2,807,970 


71% 108,540 3% 


other counties 


54,800 


1,670 


3% 




total 


4,029,500 


2,809,640 


707o 


■ An f at* t/w 

108 £40 3% 


COLORADO 








TV counties 


total futilities 


TV families 


UHF families 


Adams 


13,900 


10,810 


787o 




Arapahoe 


19,300 


11,050 


57 




Boulder 


16,700 


7,350 


44 




tChaffee 


2,300 


280 


12 




tCIear Creek 


1.200 


170 


14 




♦Crowley 


1,400 


360 


26 




♦Custer 


600 


70 


12 




Denver 


157,500 


97,220 


62 




* Douglas 


1,200 


140 


12 




♦Eagle 


1,100 


160 


15 




♦Elbert 


1,000 


120 


12 




El Paso 


29,700 


9,900 


33 




♦Fremont 


5.700 


700 


12 




♦Gilpm 


200 


30 


15 




♦Grand 


1,000 


150 


15 




♦Jackson 


700 


110 


15 




JeSerson 


22,000 


15,990 


73 




♦Lake 


1.800 


220 


12 




Larimer 


15,100 


7,920 


52 




♦Lincoln 


1,900 


240 


13 




♦Logan 


5,100 


1,280 


25 




♦Morgan 


5,400 


130 


24 




♦Otero 


8,100 


2.110 


26 




♦Park 


400 


50 


12 




♦Phillips 


130 


380 


25 




Pueblo 


29,200 


14,050 


48 




♦Sedgwick 


130 


380 


25 




♦Summit 


400 


60 


15 




♦Teller 


600 


70 


12 




♦Washington 


2,400 


600 


25 




Weld 


20,300 


10,910 


54 




♦Yuma 


3,500 


880 


25 




TV counties 


372,700 


195,040 


52% 




other counties 


83,400 


1.750 


2% 




total 


4S6J0O 


196,790 


43% 




CONNECTICUT 








TV counties 


total families 


TV families 


UHF families 


Fairfield 


160 .200 


119.S90 


75% 




Hartford 


169,600 


124,110 


73 


36,990 22% 


Litchfield 


3130 


22,670 


72% 


• O 


Middlesex 


2030 


1630 


82 


2,220 11% 


New Haven 


170,200 


148310 


87 




New London 


45,400 


26,140 


58 




Tolland 


13,200 


7,930 


60 


• « 


Windham 


19,700 


13,240 


67 




TV counties 


630,300 


479,210 


76% 


43,970 7% 


total 


630^00 


479,210 


76% 


43970 7% 


DELAWARE 








TV counties 


total families 


TV families 


UHF families 


Kent 


1230 


9,950 


78% 




New Castle 


6830 


5330 


78 




Sussex 


2030 


11,930 


58 




TV counties 


101,600 


75,110 


74% 




total 


lOIJbOO 


7SJ10 


74% 




DISTRICT OF COLUMBIA 






TV counties 


total families 


TV families 


UHF families 


D.C 


246,900 


197,710 


80% 




TV 'counties 


246,900 


197,710 


80% 










total 


246,900 


197,710 


80% 





FLORIDA 



TV counties 


total fomiliet 


TV fomittrl 


t'HF fomittrl 


Alachua 


16,200 


3,600 


22% 






♦Baker 


130 


790 


61 






Bay 


15,900 


1.710 


11 






♦Bradford 


330 


2,010 


61 






' Brevsrd 


8,500 


1.110 


13 






Broward 


36,500 


26310 


72 


13,750 


■ 

37% 


♦Charlotte 


1,500 


180 


12 


♦Citrus 


1.600 


260 


16 






♦Clay 


4,300 


1,890 


44 






♦Collier 


2300 


280 


12 






♦Columbia 


5,000 


1 010 


*>ft 






Dade 


200,100 


130,330 


65 


• 


• 


♦Dixie 


700 


110 


16 






Duval 


99,300 


60,720 


61 






Escambia 


35,700 


7.950 


22 


• 


• 


♦Flagler 


1,000 


110 


j | 






♦Cilchrist 


600 


120 


20 






♦Clades 


600 


60 


10 


• 


• 


♦ Hamilton 


2,200 


530 


24 






T r-f **nrt rv 
' 1 1 ciu i y 


1 700 


200 


12 






^Hernando 


1,900 


300 


16 






* Highlands 


4,800 


480 


10 


• 


• 


Hillsborough 


85.200 


28,380 


337« 


27,530 


327„ 


tlndian River 


4,200 


420 


10 


» 


* 


* Je fferson 


2 600 


620 


21 






+ Lafayette 


600 


120 


20 






Lake 


12,300 


3,360 


27 






tLec 


8,800 


1,060 


12 






tLevy 


2,900 


450 


16 






^Madison 


3,400 


770 


23 






Manatee 


12,500 


3,970 


32 


3 970 


32 


Marion 


12,000 


2,940 


25 






^Martin 


230 


280 


10 


* 


• 


tMonroe 


10,000 


130 


12 






^Nassau 


3,600 


230 


61 






^Okaloosa 


8,000 


810 


10 


• 


• 


^Okeechobee 


900 


90 


10 


• 


• 


Orange 


43,600 


4,730 


11 






^Osceola 


4,200 


590 


14 






Palm Rp««-li 
f aim £>cacil 


42 700 


9,790 


23 


* 


* 


♦Pasco 


7.300 


1,080 


15 


780 


U 


Pinellas 


70,800 


10.270 


15 


10.270 


15 


♦Putnam 


7,500 


330 


44 






♦St. Jobns 


8,000 


3.530 


44 






♦ St I ueie 


7 100 


790 


11 




• 


♦Santa Rosa 


5,000 


550 


11 


0 


• 


♦Seminole 


8,500 


1.190 


14 








330 


480 


15 




1 1 


♦Suwannee 


4,400 


880 


20 






♦Taylor 


2,900 


700 


24 






f Union 


1,100 


670 


61 






♦Volusia 


27,700 


3,030 


11 






♦ Walton 


4,000 


440 


11 


• 


• 


TV counties 


862,800 


328,770 


38% 


80,340 


~9% 


other counties 


106,000 


830 


8% 


3,970 


4% 


total 


968,800 


337350 


35% 


B4M0 


9% 



GEORGIA 



TV counties total families 


TV families 


UHF families 


♦ Appling 


3,300 


430 


13% 




♦Atkinson 


1,700 


270 


16 




♦ Bacon 


230 


770 


35 




♦Baldwin 


5,100 


1.410 


28 




♦Banks 


1,500 


540 


36 


0 • 


♦Barrow 


3,700 


1.520 


41 




♦Bartow 


7300 


4,600 


63 




♦Ben Hill 


4.100 


670 


16 




♦Berrien 


330 


540 


16 




Bibb 


3530 


11,950 


34 


630 19% 


♦Bleckley 


230 


600 


26 




♦ Brantley 


130 


29S 


13 




♦Brooks 


4,100 


780 


19 




♦Butts 


230 


130 


71 


• • 


♦Camden 


2,100 


950 


45 




♦Carroll 


9300 


4,860 


52% 




♦Catoosa 


4300 


230 


61 




♦Charlton 


1.100 


500 


45 




Chatham 


4730 


7,790 


17 




♦Chattahoochee 


1300 


240 


16 


150 10% 


♦Chattooga 


5,700 


2310 


41 




♦Cherokee 


5300 


2,190 


40 




♦Clarke 


10.600 


4,000 


38 




♦ day 


1300 


290 


22 


• • 


'Clayton 


7,400 


5,400 


73 




tClinch 


130 


530 


35 




Cobb 


1930 


13.780 


71 




♦Coffee 


530 


1.010 


17 




♦ Columbia 


230 


480 


21 




♦Coweta 


7,600 


530 


72 




♦Crawford 


1,100 


350 


32 


• * 


♦Crisp 


4,900 


1.470 


30 


• • 


♦Dade 


1,700 


680 


40 




♦Dawson 


600 


230 


39 




De Kalb 


45.900 


36.240 


79 





■Dodge 


4JO0 


1,120 


26 






♦Dooly 


3,400 


1,020 


30 


• 


<• 


♦ Douglai 


330 


1.660 


52 






'Rt-holt 


500 


180 


35 






'K.lbrrt 


4ft*) 


\juto 


35 


• 


-■ 


t y ■ f 1 n 1 n 


330 


130 


32 






t Fsyetie 


1,900 


1390 


73 






Floyd 


1730 


9.040 


ii 






t Y ort»yth 


2.900 


1.130 


39 






1 Franklin 


3,600 


1300 


36 


• 


• 


Fulton 


144,600 


107.910 


75 






'Gilmrr 


230 


980 


39 






f GIa%cock 


600 


130 


21 






^Glynn 


8,900 


4,Oj0 


45 






^Gordon 


5,000 


3,050 


61 






^Greene 


330 


1,210 


39 






^Gwinnett 


8.900 


3.6W 


41 






'Habersham 


4,400 


1,410 


32 






Hall 


1130 


6340 


61 






'Hancock 


2,400 


650 


27 






t 1 1 sral&on 


3,900 


2,460 


63 






* 1 Isrris 


230 


1320 


47 






MIsrt 


3,600 


1300 


36 


■ 


» 


tlleard 


1,400 


730 


52 






MIenry 


3,900 


2,730 


70 






Houston 


7,000 


2300 


36 


1,590 


23 


Mrwin 


2,600 


420 


16 






t Jackson 


4,800 


1,970 


41 






'Jasper 


1,600 


590 


37 






t Jeff Davis 


2,400 


'•M 


16 






tjefferson 


4,600 


910 


20 






'Johnson 


2,600 


420 


16 






tjones 


1.600 


430 


27 






* Lamar 


230 


1,780 


71 


• 


• 


T Lanier 


130 


250 


19 






t Laurens 


7,700 


2,050 


27% 






tUe 


1300 


390 


30 


• 


• 


* Lincoln 


130 


470 


39 






tLong 


900 


120 


13 






tLowndes 


11,700 


2,180 


19 






t Lumpkin 


130 


590 


39 






tMcDuffie 


3,100 


650 


21 






1 Macon 


3,400 


1,050 


31 


• 


■ 


t Madison 


3,000 


1,080 


36 


• 


• 


t Marion 


1,400 


310 


22 


• 


• 


tMeriwetber 


530 


3300 


73 






t Monroe 


2,600 


130 


71 


w 


* 


tMorgan 


2,900 


1,070 


37 






^Murray 


2,600 


130 


61 






^Muscogee 


35,100 


5,600 


16 


330 


10% 


^Newton 


530 


3,740 


71 






tOconee 


130 


590 


37 






^Oglethorpe 


230 


900 


39 






t Paulding 


3,000 


1390 


63 






tPeacb 


3,100 


990 


32 


• 


• 


tpickens 


230 


900 


39 






t Pierce 


230 


340 


13 






tPike 


130 


130 


71 




* 


tPolk 


830 


5310 


64 






tpulaski 


230 


570 


26 






t Putnam 


130 


430 


27 






t Quitman 


800 


18O 


22 




• 


t Rabun 


1,700 


540 


32 






tRandolpb 


3300 


750 


23 


i 


• 


Richmond 


40,600 


630 


16 






+ Rockdale 


230 


1340 


70 






tSchley 


700 


150 


22 


* 


• 


^Spalding 


8,900 


630 


70 




* 


^Stephens 


4,700 


1300 


32 






tSiewart 


230 


480 


22 


• 


♦ 


tSumter 


6300 


130 


30 


e 


• 


Talbot 


130 


850 


47 






^Taliaferro 


SCO 


310 


39 






tTaylor 


2300 


740 


32 


• 




Telfair 


3.100 


500 


16 






tTerrell 


3,400 


130 


30 


• 


• 


tTift 


630 


1,060 


17 






Towns 


900 


290 


32 






Troup 


14,100 


730 


54 






Turner 


2,600 


470 


18 






■"Twiggs 


1,700 


270 


16 






t Union 


1,700 


540 


32 






tUp5on 


6,600 


3,140 


48 






Walker 


1130 


4300 


43 






t Wilt nr. 


5,200 


330 


70 






♦ Ware 


830 


2370 


35 






♦ Warren 


2,100 


440 


21 






♦Washington 


5.100 


840 


17 






♦Wayne 


330 


440 


12 






♦Webster 


800 


180 


22 








1300 


210 


16% 






♦ White 


1.400 


450 


32 






♦Whitfield 


10400 


6J90 


61 






•♦Wilcox 


230 


650 


IS 






♦Wilkes 


3.100 




39 






♦Wilkinson 


2.400 


380 


'6 






♦Worth 


430 


810 


18 






TV comntia 


845,000 


384,400 


45% 


14,720 


2% 


other comJities 


11030 


5320 


S* 






total 


95530 


389/20 


41% 


14J30 





IDAHO 



TV counties 


total fomtlies 


TV families 


L'HF fomilies 


Ada 


24.700 


9,010 


363, 






'Bannock 


12.700 


1.440 


11 






'Bear Lake 


1.700 


190 


11 






'Boise 


600 


70 


11 






'Bonner 


4,500 


1.850 


41 






'Boundary 


1.600 


660 


41 






Canyon 


17,100 


3.050 


18 






'Caribou 


2.100 


230 


11 






•Clearwater 


2.200 


330 


15 






•Elmore 


2300 


370 


16 






'Franklin 


2.600 


290 


11 






'Gem 


2.500 


270 


11 






' Kootenai 


8.200 


3300 


♦0 






'Onrida 


1 000 


no 


11 






'Owyhee 


1.700 


290 


17 






'Payette 


3.900 


390 


10 






'Power 


800 


90 


11 






'Shoshone 


7.100 


1.020 


4 






'Washington 


2.700 


290 


11 






TV eountiet 


100.000 


23.250 


23% 






other counties 


80.100 


1.570 


2% 






total 


180.100 


24S20 


li^o 






ILLINOIS 












TV counties 


total families 


TV families 


L'HF fomihes 


Adams 


22,000 


6,370 


29% 






'Alexander 


7,000 


1,210 


1 I 






'Bond 


4.700 


2340 


54 


710 


15% 


•Boone 


S.400 


2,050 


38 






'Brown 


2.300 


620 


27 




— - - 


'Bureau 


12.200 


4,950 


41 






'Calhoun 


1,700 


900 


S3 






'Carroll 


6,400 


4360 


76 






'Cass 


4,700 


1,690 


36 






Champaign 


31,200 


4.460 


14 


• 


• 


Christian 


12.800 


3,690 


29 


2,060 


16 


'Clark 


5.700 


2,000 


35 






'Clay 


5,600 


1,010 


18% 






•Uinton 


6,900 


3,790 


S5 


1,100 




Coles 


1 J^>W 


3330 


25 


t 


• 


Cook 


1.465.800 


1.208,970 


82 






'Crawford 


7.400 


2380 


35 






'Cumberland 


3.300 


1,160 


35 






Ue Kalb 


13,000 


7.320 


56 






'De Wilt 


5,600 


590 




m 


c 


♦ Douglas 


5,400 


1,400 


26 






Du Page 


53,000 


44,930 


85 






♦Edgar 


8,000 


2,060 


26 






'Edwards 


3,000 


570 


19 






'Effingham 


6,700 


2,6l6 


ta 


_ 




'Fayette 


7.4O0 


2.950 


40 






'Ford 


5.200 


1.660 


32 






Franklin 


16.500 


3.900 


24 






Fulton 


14,900 


5.180 


35 


2,460 


17 


•Greene 


6.200 


3,240 


52 


• 


* 


'Grundy 


6,300 


3.930 


62 






•Hancock 


8.700 


3.720 


43 






♦Henderson 


2,700 


1.160 


43 






Henry 


15,600 


11,440 


73 






♦Iroquois 


10.400 


3,400 


33 






♦Jackson 


12.100 


4.S00 


37 


• 


• 


♦Jasper 


3.900 


1.370 


35 






Jefferson 


12.000 


3.900 


33 






♦Jersey 


4.800 


2340 


S3 


• 


C 


'Jo Daviess 


6300 


2,720 


40 


950 


14 


Kane 


47,000 


36,730 


78 






Kankakee 


20,100 


14,370 


71 






♦Kendall 


3,900 


2,420 


62 






Knox 


18.200 


12,440 


68 






Lake 


57.100 


43.130 


84 






La Salle 


32.000 


8.190 


26 






•Lawrence 


6.700 


1.230 


18 


• 


* 


Lee 


10.100 


4.870 


48 






Livingston 


11.4O0 


2.400 


21 


• 




'Logan 


8.600 


1.930 


22 


1,930 


22 


•McDonough 


9.400 


2.480 


26 






McHenry 


17.400 


11.160 


64 






McLean 


21.500 


5.390 


22 


4.080 


17 


Macon 


31.200 


9.720 


28 


7.680 


22 


Macoupin 


1 1.700 


6.750 


46 


• 


• 


Madison 


60.900 


45.000 


71 


7310 


13 


Marion 


13300 


S.8T0 


41 


• 


* 


'Marshall 


4.200 


670 


16 


460 


1. 


'Mason 


5.200 


UK) 


22 


1,140 


22 


'Mrnard 


3.100 


680 


22 


680 




•Mercer 


S.5O0 


3.470 


63 






* Monroe 


4.200 


2.600 


62 


500 


: 


Montgomery 


11.000 


3.760 


•4 






•Morgan 


10.100 


3.640 


36 






•Moultrie 


4.200 


B40 


20 


710 


17 


'Ogle 


11.000 


4.160 


38 






Peoria 


56.700 


25.030 


41 


20310 


36 


'Perry 


7.000 


2390 


377* 






'Piatt 


4,400 


410 


10 






'Pike 


7300 


2.480 


31 







•Pulaski 


4.400 


750 


17 






•Putnam 


1300 


210 


16 


140 


11% 


•Randolph 


8300 


5.450 


62 


1.040 


12 


•Richland 


5300 


1.100 


19 






Rock Island 


43.700 


34.900 


80 






St. Clair 


67.200 


50.650 


75 


13330 


20 


Saline 


11.000 


1.980 


18 


• 


• 


Sangamon 


41300 


8.090 


18 


7,110 


16 


•Schuyler 


3300 


890 


27 






'Scott 


2.400 


820 


34 






♦Shelby 


8.000 


1380 


20 


1390 


17 


♦Stark 


2300 


1.120 


40 


• 


• 


•Stephenson 


13.600 


5.400 


40 


1.960 


14 


Tazewell 


26.100 


13320 


52 


12380 


49 


•L'nion 


5.600 


950 


17 






Vermilion 


28.100 


5.610 


20 






•Wabash 


4300 


910 


19 


• 


• 


•Warren 


7.200 


4.530 


63 






•Washington 


4.700 


2.540 


54 


710 


15 


'Wayne 


6,700 


1.220 


18 






'Whiteside 


16300 


12.500 


77 






Will 


42300 


33.670 


80 






illiamson 


16300 


3320 


23 


* 


• 


Winnebago 


52300 


25390 


50 


21370 


42 


'Woodford 


6300 


1.080 


16 


700 


11 


TV eountiet 


2,804,000 


1,861,010 


66% 


122,700 


4% 


other counties 


24,700 


1380 


6% 






total 


2,828,70? 


1M2J90 


66% 


122.700 


~*To 



INDIANA 



TV countiti 


total familiei 


TV (an ilies 


L'HF fomilies 


'Adam) 


6,800 


1 700 


25% 


750 


11% 


Allen 


61,500 


13370 


23 






Bartholomew 


14.200 


10.220 


72 






♦Benton 


3300 


2.280 


65 






♦Blackford 


4300 


1.130 


25 


500 


11 


'Boone 


ft Vkrt 

Oe3W 


^ ft in 

3 JO IK) 


?n 

IK) 






'Brown 


1,500 


830 


ss 






'Carroll 


5,400 


2,970 


ss 


590 


11 


Cass 


12,100 


5,760 


48 






Clark 


17,000 


12,930 


76 


3,010 


18 


T L.Uy 


8,100 


"> 71/1 


34 






♦Clinton 


10,000 


6,960 


70 






, Crawford 


2,800 


1,180 


42 






♦Daviess 


8300 


4.770 


57 






♦Dearborn 


8,000 


4,640 


58 






"Decatur 


5,700 


3.30V 


to 
3V 






♦DeKalb 


8.600 


2,680 


31 






Delaware 


30.700 


21330 


71 


8.240 


27 


♦Dubois 


6.900 


2350 


34% 






♦Elkhart 


28,500 


13,610 


48 


6,760 


24% 


♦Fayette 


7,600 


3360 


51 






t ioyo 


15,000 


13,050 


87 


2,040 


14 


♦Fountain 


6,100 


2380 


39 






♦Franklin 


4,500 


2300 


51 






♦Fulton 


5,500 


2,970 


54 


2,040 


37 


♦Gibson 


10,000 


2.720 


27 


1,610 


16 


Grant 


20.200 


12.460 


62 






♦Greene 


9300 


4.620 


50 






♦Hamilton 


9.600 


6,700 


70 






♦Hancock 


7.100 


4,970 


70 


• 


• 


♦Harrison 


5300 


2.240 


42 






♦Hendricks 


8.200 


6.560 


80 






Henry 


14,500 


8.750 


60 


* 


• 


Howard 


18300 


12.090 


66 






♦Huntington 


10,400 


1.250 


12 


* 


* 


♦Jackson 


9,000 


4,990 


55 






♦Jasper 


sjoo 


3.440 


65 






♦Jay 


7,700 


1510 


25 


810 


11 


♦Jefferson 


6,400 


3,760 


59 






♦Jennings 


4.100 


2.420 


59 






♦Johnson 


8.700 


6.950 


80 






Knox 


14.100 


9.120 


65 






Kosciusko 


11.100 


5.560 


SO 


1.610 


15 


♦LaGrange 


4.500 


2.160 


48 


1.080 


24 


Lake 


1 16.800 


111.910 


96 


• 


• 


♦LaPorte 


25.000 


19.740 


79 


• 


« 


Laurence 


10300 


6.160 


57 






Madison 


35300 


28.560 


81 


4.920 


14 


Marion 


188.800 


156.590 


R3 






♦Marshall 


9.700 


5.170 


53 


3.640 


37 


*Marlin 


3300 


1.620 


49 






♦Miami 


9.400 


2.730 


29 






Monroe 


14300 


8310 


58 






Montgomery 


9.800 


7.190 


73 


* 


• 


* Morgan 


7.900 


6320 


80 






♦Newton 


3.600 


2340 


65 






* N oble 


8.200 


3.980 


49 


1370 


19 


♦Ohio 


1300 


770 


59 






♦Orange 


5.200 


2.180 


42 






*0*en 


3300 


1360 


49 






♦Parke 


4.900 


1.910 


39 






♦Perry 


5.200 


2.180 


42 






♦Pike 


4 (.00 


2.h70 


58 






Porter 


13.200 


10330 


82 






♦P(Wy 


6.200 


1.670 


21 


990 


16 


♦Pulaski 


3.<AV 


2.150 


55 


430 


11 



'Putnam 


6,900 


2.280 


33 






'Randolph 


9.200 


5.980 


65 




m 


'Ripley 


6.000 


3340 


59 






'Rush 


6.200 


3.680 


59 






St. Joseph 


67,600 


39.250 


58 


27370 


41 


'Scott 


4.000 


2320 


58 






'Shelby 


9.600 


6.640 


69 


« 


0 


♦Spencer 


4.600 


1360 


347c 


m 


m 


'Starke 


5.100 


4.030 


79 


• 


• 


'Steuben 


5.700 


1.770 


31 






Sullitan 


7.9W 


3.910 


49 






•Switzerland 


2.200 


1300 


59 






Tippecanoe 


23.000 


9.170 


40 


5.430 


24% 


•Tipton 


4.9u0 


3.430 


70 






•L'nion 


1.900 


970 


51 






Vanderburgh 


54.900 


15.750 


29 


13360 


25 


•Vermillion 


7,200 


2300 


39 


• 


• 


V.so 


35300 


21.790 


69 






♦Wabash 


9,600 


2.760 


29 






'Warren 


2300 


l.C» 


39 


• 




'Warrick 


7.0>X) 


2340 


33 




• 


t ^ 3 ^hing ton 


5.200 


3,020 


58 






'Wayne 


22300 


14.500 


65 




* 


'Wells 


6300 


780 


12 


• 


t 


'White 


6.100 


3.280 


54 


730 


11 


'Whitley 


6.400 


3.070 


48 


1.220 


19 


TV eOuntiei 


1.294.700 


799.700 


62% 


97,490 


~67o 


total 


1291.700 


799,700 


62% 


97,490 


8% 



IOWA 



TV counties 


total fomilies 


TV families 


L'HF families 


♦Adair 


4,000 


1,920 


48% 




•Adams 


2300 


1340 


48 




•Allamakee 


4,700 


560 


12 




•Appanoose 


6300 


1390 


22 




•Audubon 


3300 


1320 


52 




♦Benton 


7.200 


2340 


39 




Black Hawk 


33,000 


11,680 


35 




'Boone 


8,600 


5,120 


60 




'Bremer 


5300 


130 


22 




'Buchanan 


6,100 


2,440 


40 




• Buena Vista 


7,100 


1,710 


24 




•Butler 


5,500 


1.270 


23 




•Calhoun 


5,400 


1370 


25 




'Carroll 


6,600 


3360 


51 




♦Cass 


6300 


3310 


60 




•Cedar 


5,400 


4.000 


74 




Cerro Gordo 


14.600 


5.7S0 


39 




'v-heroaec 


5 .300 


1,220 


23 




♦Chickasaw 


4.500 


630 


14 




•Clarke 


3,100 


620 


20 




'Clay 


5,700 


970 


17 




•Clayton 


6300 


780 


11 




♦Clinton 


15,900 


11,990 


75 




•Crawford 


5,700 


2.960 


52 




•Dallas 


7300 


4320 


62 




'Davis 


3,100 


650 


21 




'Decatur 


3300 


760 


20 




'Delaware 


5,200 


2310 


S4 




Des Moines 


14300 


9.620 


677c 




♦Dickinson 


4.000 


680 


17 




Dubuque 


20.100 


8.050 


40 




'Emmet 


4300 


770 


18 




'Fayette 


8.500 


1300 


15 




'Floyd 


6.900 


880 


13 




'Franklin 


SJ00 


2310 


54 




'Fremont 


3,700 


2.590 


70 




'Greene 


4.900 


2390 


59 




•Grundy 


4.4O0 


2.070 


47 




'Guthrie 


4.6C0 


2350 


62 


• * 


'Hamilton 


6.400 


4.420 


69 


« « 


•Hancock 


4300 


1.S40 


34 


« « 


'Hardin 


7300 


5.110 


68 


• » 


'Harrison 


5300 


3.690 


64 




'Henry 


5.600 


1.950 


35 




'Howard 


3.900 


SSO 


14 




'Humboldt 


4.100 


980 


24 


« « 


'Ida 


3300 


760 


23 




•Iowa 


4.900 


1370 


32 




♦Jackson 


5.700 


4330 


76 




•Jasper 


10.200 


6.050 


59 




'Jefferson 


5.105 


1.730 


34 




Johnson 


12.900 


5.460 


42 




1 Jones 


5300 


3.160 


54 




'Keokuk 


5.600 


1.790 


32 




•Kossuth 


7.S00 


1.430 


19 




Lee 


13.600 


2.160 


16 




Linn 


35300 


19.670 


56 




' Louisa 


3.400 


2320 


74 




* Lucas 


3.900 


780 


20 




•Lvon 


4300 


1380 


32 




* Madison 


4300 


2.410 


56 


• • 


'Mahaska 


8.100 


2.2W 


28 




•Marion 


7.700 


4340 


59 




Marshall 


11.200 


6320 


56 




'Mills 


3.700 


2.590 


70 




'Mitchell 


4.200 


SsU 


U 





n Washington... 






i ( [ 1 i L l i I 1 i'x ) 

These days, most sightseeing 
in Washington j s done at home 
...on WTOP-TV. In one year, 
the Lincoln Memorial is looked 
over by 1,793,000 visitors, 
the Washington Monument by 
995.000. the Smithsonian by 
3,365.000. In one week, WTOP-TV 
is seen by 1,652,280 Washington 
area viewers. (Day in and out, 
in fact, wtop-tv is the most- 
watched station in town.) 
In Washington, the sight to see 
— the place where a smart 
advertiser should be— is... 



WTOP-TV I 




The Washington Post- 
CBS Television Station . . . 
represented nationally by 
CBS Television Spot Sales 
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Sources on request 




You cant miss ivfft ^ 




A new 



quarter-hour sh< 

desig 



i 

J 





THE 
MELACHRINO 
MUSICALE 

Musk in a Mellow Mood 




Starr tug 

George Melachrino 
and THE 

MELACHRINO 
ORCHESTRA 
AND STRINGS 




fef (ffimuwb show //kg ftfe, 




, three times weekly— 
sell— to a single sponsor 
or participating sponsors 




Make money with 

The Melachrino Musicale . . . 

THREE WAYS TO SELL IT! 

1. As a BIG-NAME SHOW for a single sponsor* 

Tnr. Melachrino Musicali: with its smooth strings and 
restful, full bodied orchestrations really appeals to hard- 
to-please sponsors. Tremendously popular, Melachrino's 
famous music makes The Melachrino Musicall easy to 
sell. And here's an important extra— The Melachrino 
Musicale brings to your audience performances they have 
never heard before! 

2. For PARTICIPATING Sponsorship* 

Get premium rates for preferred announcement positions 
when you sell The Melachrino Musicale to participat- 
ing sponsors. Specially tailored scripts provide for as many 
as 4 sponsors per quarter-hour segment. 

3. For ADDITIONAL sponsor time soles 

A Thesaurus first! Sample scripted commercials, covering 
many local sponsor categories, provide the means to sell 
additional sponsor time. They show how the distinctive 
flavor and relaxed atmosphere of Melachrino's music 
can be associated with sponsors' commercials. This helps 
sell more time! 

Any way you sell it, you get: 

Voice tracks by George Melachrino, the host of your show. 
He opens and closes the show, makes lead-in, pre-broad- 
cast and on-the-air audience promotion breaks. 

* IMPORT ANT— Weekly scripts for single or participating 
sponsorship, plus special audition disk that enables you 
to present it to a single sponsor or as a participating 
sponsorship show. 



SELL ANY OF THESE THESAURUS SHOWS 
AND YOUR LIBRARY PAYS ITS OWN WAY! 

"Hank Snow and his 
Rainbow Ranch Boys" 

"The Sammy Kaye Show " 



Phil Spitalny's "Hour of 

Charm" 
"Date In Hollywood" 

(Eddie Fisher and 

Gloria De Haven) 
"Music Hall Varieties" (Joe E 

Howard and Beatrice Kay) 



"The Freddy Martin Show" 
"Music by Roth" 
"The Wayne King Serenade" 

And many more — complete with sponsor-selling brochure, 
audience-building promotion kit, sales-clinching audition disk. 



Write, wire, phone today: Dept. S-3 



r 




ecorded 
program 



services 



RADIO CORPORATION OF AMERICA RCA VICTOR DIVISION 

630 Fifth Avenue, New York 20, N. Y.-JUdson 2-5011 

44S N. Lake Shore Drive, Chicago 11, III. — WHitehall 4-3S30 

1016 N. Sycamore Ave., Hollywood 38, Cal.-HOIIywaad 4-5171 

522 Forsyth Bldg., Atlanta 3, Ga.-LAmar 7703 

1907 McKinney Ave., Dallas 1, Tex. -Riverside 1371 




1 Monona 



5.000 



3,150 61 



r 



' Monroe 


3,400 


710 


21 






'Montgomery 


5300 


3,710 


70 






'Muscatine 


10.600 


7380 


74 






'O'Brien 


6,100 


1.010 


17 






' 0 v ru 1 1 


3,000 


510 


17 






'Page 


7,300 


5,130 


70 






I'.loAllo 


4.500 


810 


18 






1 Plymouth 


6300 


2.180 


32 






1 Pocanontas 


.1.600 


1.100 


24 


• 


• 


Polk 


77.0U0 


56,140 


73 


* 


# 


Pottawattamie 


21,900 


13370 


63 






1 Poweshiek 


5300 


1,620 


28 






'Ringgold 


3.200 


1.540 


48 






'Sac 


5,500 


U70 


23 






Scott 


32,700 


27.030 


83 






1 Shelby 


4,600 


2310 


61 






'SiouK 


7.500 


2,300 


31% 






Story 


13.100 


8.420 


64 


* 




'Tama 


7,000 


3300 


47 






' Taylor 


4,000 


1.920 


48 






'Union 


5,100 


2,470 


48 






♦Van Duren 


3,700 


U60 


34 






Wapello 


15.400 


2.100 


14 






'Warren 


5,500 


3,090 


56 


• 


* 


'Washington 


6.400 


2.040 


32 






'Wa>ne 


3.900 


7S0 


19 






Webster 


14.000 


9.210 


66 






'\l mnebago 


4.000 


1,400 


3S 


# 


• 


'Winneshiek 


6300 


9S0 


IS 






Woodbury 


34.600 


21380 


62 






'Worth 


3.300 


1.160 


35 


• 


• 


'Wright 


6.400 


3,440 


54 






TV counties 


826.700 


399.770 


48% 


3.990 


LT 


lolol 


826.-00 


399.770 


48% 




LT 


KANSAS 












TV countres total families 


TV families 


1 I1F families 


'Allen 


6.300 


860- 


IV/e 






'Anderson 


3.400 


480 


14 






'Atchison 


6300 


3.480 


51 






'Barber 


2300 


560 


20 






'Barton 


10.100 


2350 


28 






*' Bourbon 


6,800 


1,650 


24 






' Brown 


5.200 


2,700 


52 






'Butler 


11,400 


3,340 


29 


3.130 


27% 


'Chase 


1,400 


250 


ie 






'Chautauqua 


2.100 


380 


16 






•Cherokee 


8,800 


8S0 


10 






•Clay 


4i000 


4t0 


11 






♦Coffey 


3.200 


450 


14 






'Comanche 


1*00 


260 


20 






Cow ley 


12,400 


2.070 


17 




• 


Craw ford 


1 5,300 


1 490 


10 


— 





'Dickinson 


7.100 


680 


10 






'Doniphan 


3.200 


1.660 


52 






'Dvuglas 


10.900 


4.920 


45 


• 




'Edward* 


2.100 


420 


20 






'Elk 


2.100 


310 


16 






'Ellsworth 


2.600 


360 


It 






'Franklin 


6.700 


2.6)0 


39 






'Geary 


7.100 


680 


}C 






'Greenwood 


4.IU0 


700 


10 






'Harper 


3.300 


590 


18 






'Harvey 


7,000 


2,100 


30 


1390 


27 


'Jackson 


3,700 


1.920 


52 






'Jefferson 


3.600 


1.620 


45 






Johnson 


28,100 


25.600 


91 


2350 


10 


'Kingman 


3300 


590 


18 






'Kiowa 


1.500 


300 


20 






'Labette 


10. too 


990 


10% 






Leavenworth 


12,000 


8340 


70 






'Lincoln 


1.800 


2S0 


14 






'Linn 


3,600 


1.760 


49 






"♦Lyon 


8300 


1,680 


19 






'McPherson 


7,900 


1,480 


19 






'Marion 


s.200 


910 


18 






'Marshall 


6.000 


840 


14 






'Miami 


6,100 


3.080 


49 






Montgomery 


16,900 


2.900 


17 






T M orris 


2.600 


2ffl 


10 






'Nemaha 


4.400 


660 


15 






'Neosho 


6300 


1.700 


25 






'Osage 


4.100 


1.600 


39 






'Ottawa 


2,t<10 


3t0 


It 






'Pawnee 


3.000 


600 


20 






'Pottawatomie 


3300 


570 


15 






'Prall 


4.100 


810 


20 






Reno 


18.600 


7.110 


38 






'Rice 


5300 


1.180 


28 






'Riley 


10.100 


LOW 


10 






TSaline 


11.600 


1.630 


It 






Sedgwick 


94.200 


37.270 


40 


35.3 10 


37% 


Shawnee 


39.000 


19.790 


51 






1 St afford 


2300 


560 


20 






^Sumner 


8,600 


1J»0 


18 




• 


'Wabaunsee 


2.2O0 


420 


19 






'Washington 


4.200 


460 


II 







' WiUon 


4.900 


760 


16 






1 Woodaon 


2.200 


310 


14 






Wyandotte 


55,400 


41,180 


74 


• 


• 


TV count! ft 


S67.S0O 


209.6 SO 


37% 


S0.570 




outer counties, 


94,900 


2,950 


3% 






total 


662. m 


2/2.600 


32%. 


50,570 


8% 


KENTUCKY 












TV counties 


total families 


TV families 


VHF fom,Uie* 


♦Adair 


4,500 


1*40 


367o 






♦Allen 


4,000 


1,440 


36 


'* 




♦ Anderson 


2,600 


1,170 


45 






' Barren 


8,500 


2,760 


32 






♦Bath 


2300 


310 








Br II 


11,400 


1,110 


10 






♦ Boone 


4.000 


2.560 


M 






' Bourbon 


5,200 


2,210 


43 






Boyd 


14.400 


9,690 


67 






1 Boyle 


5,700 


1,990 


35 






♦Bracken 


2,600 


1,090 


42 






' Breckinridge 


4,200 


2,020 


48 






* Bullitt 


3,400 




74 


«>■ 


* 


'Butler 


2.600 


650 


25 


• 


e 


•fnl.!**.. 

v^diu ** eu 


4.000 


720 


18 


600 


15% 


'Calloway 


6,100 


1310 


30% 






Campbell 


23300 


21,130 


89 






♦Carroll 


2.600 


1,660 


64 






♦Carter 


5300 


2*40 


48 






♦Ca&ey 


4.100 


1,520 


37 






Christian 


11.500 


4,720 


41 






'Clark 


5.600 


1310 


23 






♦Clinton 


2,700 


490 


18 






♦Crillendt-n 


3.200 


580 


18 


480 


157* 


Cumberland 


2.200 


400 


18 






Dav iess 


16.700 


8.330 


50 


4*30 


27 


1 Edmonton 


2300 


620 


27 






'Elliott 


1JO0 


620 


48 






♦Estill 


3,600 


830 


23 






Favelli: 


29.800 


6370 


21 






♦Fleming 


3.S00 


940 


27 






Floyd 


12.0C.. 


5.650 


47 






'Franklin 


7.900 


3,1 SO 


40 




k 


Gallatin 


1.200 


770 


64 






Garrard 


3,100 


1,120 


36 






'Grant 


3.000 


1.920 


64 






♦Craywn 


4.700 


1.290 


27 






'Creen 


3.300 


1220 


37 






'Creennp 


6,400 


3.000 


47 






'Hancock 


1.500 


380 


25 






'Hardin 


11.400 


5,420 


48 






'Harlan 


16.800 


3,500 


21 






' Harrison 


4.100 


1.720 


42 






'Hart 


4.400 


1,190 


27 






' Henderson 


10.100 


1,900 


19 


1*60 


15 


MU-nry 


3.400 


1.390 


41 


• 


• 


Hopkins 


11.600 


L360 


12 


* 


* 


Jeffcr»on 


152,900 


123.510 


81 






' Jr**>amine 


3.600 


1.300 


36 






♦Johnson 


5.800 


2.340 


40 






Kenton 


33.900 


28.4S0 


84 






'Knott 


4.100 


410 


10 






♦Larue 


2,700 


1.220 


45 






♦Laurence 


3.500 


1.680 


48 






'Let- 


1.800 


200 


11 






'Leslie 


3.200 


320 


10 






♦LctCiUT 


9.000 


910 


10 






♦Lewi* 


3.200 


830 


26 






♦Lincoln 


4.900 


1 760 


Mi 






'Li\ingbion 


2300 


410 


16 


350 


ID 


' Logan 


6.400 


2.340 


37 


• 




♦Lyon 


1.400 


410 


29 






McCrackcn 


28,600 


4.9W 


17 






'McLean 


2.800 


700 


25 




■» 


' Magoffin 


2,700 


1.110 


41 






' Marion 


4.200 


1.860 


44 






♦Marshall 


4.200 


1.220 








♦ Martin 


2.500 


1.030 


41 






*Ma*on 


5.400 


2,190 


41 






1 Me ado. 


2300 


uw 


48 






♦Menifee 


1.000 


110 


11 *ro 






♦Mercer 


4.500 


1.620 


36 






♦Metcalfe 


2.700 


860 


32 






i M on roe 


3,600 


1.150 


32 






' Montgomery 


3.800 


870 


23 






♦ Morgan 


3.2O0 


330 


10 






' M u hi en berg 


8.500 


2.110 


25 




• 


' NVKon 


5.000 


3.690 


74 


». 




' N icholj*> 


2.200 


920 


42 






'Ohio 


5.600 


1360 


24 






'Oldham 


2.700 


1.110 


41 


• 




'Owen 


3.000 


1.920 


64 






'Pendleton 


3.000 


1.260 


42 






'Perry 


10.100 


1.040 


10 






Pike 


18.900 


830 


4-1 






'Powell 


1,400 


320 


23 






'Rol>erlson 


800 


340 


42 






'Rowan 


3,100 


810 


26 






'Russell 


3,600 


650 


18 







'Scott 


4*00 


1.940 


43 






♦Shelby 


5,100 


2.090 


41 






♦SimpMin 


3.500 


1260 


36 


• 


• 


♦Sprncer 


1.400 


1*40 


74 




> 


'Taylor 


4.100 


1.S20 


37 






♦Todd 


3.700 


1*30 


36 




i 


' Tr i g g 


2*00 


670 


29 






♦Trimble 


1.500 


620 


41 






* Union 


4.100 


740 


18 


620 


15% 


Uarren 


12,700 


4,140 


33 






♦Washington 


3300 


1,490 


45 






♦Wavne 


4.000 


710 


18 






'Weburr 


4.600 


830 


18 


690 


15 


♦Wolfe 


1,400 


150 


11 






♦Woodford 


3.400 


I.VjO 


43 






TV counties 


747*00 


349.9S0 


47% 


23*00 


3% 


other counties 


82.800 


4.160 


5% 






total 


830,100 


3U.no 


43% 


23.500 


3% 


LOUISIANA 












TV counties totol families 


TV families 


VHF families 


Acadia 


12.900 


1.720 


13% 






♦Allen 


5,400 


650 


12 






♦Ascension 


6.100 


1.680 


28 


m 


k 


♦Assumption 


4300 


1*80 


32 






Avoyelles 


10.500 


1.410 


13 






'Beauregard 


5*00 


800 


15 






'Bienville 


4,700 


610 


13 




»> 


Calcasieu 


30*00 


4.700 


IS 






♦Caldwell 


2*00 


390 


14 


• 


at 


♦ Cameron 


1.200 


130 


11 




0 


♦Catahoula 


3.000 


420 


14 






♦Claiborne 


6,500 


980 








'Concordia 


4.000 


580 


15 


» 


i 


E. Baton Rouge 


54.700 


17*50 


32% 


14*80 


27% 


1 Eat>l Carroll 


4.200 


1390 


33 






'Evangeline 


9.000 


1.080 


12 






' Franklin 


7*00 


1340 


18 






♦Crant 


3.700 


520 


14 






Iberia 


11.100 


2.150 


19 






♦Iberville 


7,300 


730 


10 






♦Jackton 


3,900 


510 


13 




— «- 


Jefferson 


39.200 


30,510 


78 






♦Jeff Da%i» 


7.400 


820 


11 






Lafourche 


10300 


5.130 


48 






♦La Salle 


3.800 


530 


14 


• 




'Lincoln 


6300 


840 


13 


• 


• 


T Li%ing*ton 


5,600 


1.570 


28 






'Maditon 


4,700 


1*50 


33 




• 


^Natchitoches 


9 700 


1 410 


15 






Orleans 


180300 


120.490 


67 




• 


Ouachita 


23.700 


6.680 


28 


4,770 


20 


^ Plaquemines 


3,700 


2.410 


65 




a* 


Rapides 


27300 


6.120 


22 






'Richland 


6,700 


2*90 


34 




• 


'St. Bernard 


3.400 


2.210 


65 


• 


• 


♦St. Charles 


3.600 


1.620 


45 






'St. james 


3.700 


1.690 


46 






"^t. John 


3,600 


1.620 


45 






bt. Landry 


19300 


2.990 


IS 


V. 




♦St. Martin 


6300 


630 


10 






ISt. Mary 


10.100 


3*30 


32 






♦St. Tjniniany 


8.000 


5.220 


65 


9 




Tangipahoa 


15.400 


9,680 


63 


W 




Ten-a- 


3.500 


670 


19 






Terrebonne 


11.400 


7,120 


62 






Vermilion 


10.400 


1.250 


12 






♦Vernon 


6200 


910 


15 






Washington 


10300 


8360 


82 






♦"Web*trr 


10.100 


1,460 


14 






Baton Rouge 


3300 


330 


10 






T We>t Carroll 


1.000 


1320 


33 


* 


s 


''Winn 


4.600 


6 10 


14 






TV rountiri 


666,000 


272,340 


41% 


43.480 


7% 


other counties 


124.100 


6.430 


5% 


1.780 


1% 


total 


?»0./nfl 


178.770 




45260 


6% 


MAINE 












TV counties total families 


TV families 


I HTfa 


milies 


Androscoggin 


24.400 


3270 


13% 






Cumberland 


50*00 


15.490 


31 


11*20 


23% 


Hancock 


10.000 


1350 


19 






Ken nebec 


23,500 


6.170 


26 






iKnox 


8.900 


2.S50 


29 






'Lincoln 


5*00 


1,160 


21 




« 


Penobscot 


28300 


14.950 


52 






'Pixalaqul* 


5.400 


1.240 


23 ■> 






'Sagadahoc 


6.400 


1*60 


21 




'Somerset 


11.400 


2,600 


23 






♦Waldo 


6.400 


1*60 


29 






York 


27*00 


14.080 


51 


* 




TV count! ft 


208.700 


66*80 


32% 


14*20 


7% 


other counties 


51*00 


1390 


3% 






total 


260.000 


67.970 


26% 


11M0 


6% 
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41 
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58 
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MARYLMMB 



TV counties 


total famuiei 


TV families 


VHF families 


•Allegany 


27,200 


9370 


36% 






Anne Arundc 


1 35 .1 00 


28.950 


82 






lia 111 mnr* 


O IO/HAJ 


329,670 


87 






'Caitert 


3300 


2,080 


63 






Caroline 




S.800 


4,060 


70 






•(Carroll 


12300 


8.4W 


69 






Cecil 


9.700 


7,180 


74 






'Charles 


6,100 


3,840 


63 






•Dorchester 


8300 


c (in 


i»4 






Frederick 


18.700 


1 1 830 


63 






tCarreit 


5,500 


1.980 


36 






Harford 


16,400 


11 180 


88 






Howard 


6,800 


4 690 


Jt 






'Kent 


4.300 


3,010 


70 






Montgomery 


56,701) 


S2.060 


92 






Prince George 66,700 


61,950 


97 






•Quern Annrs 


4.500 


3,150 


70 






'St. Marys 


. J0i. 


S.230 








•Somrrs-tl 


6.200 


1300 


21 






tTalbot 


6.400 


4.460 


70 






Washington 


21300 


15,680 


64 






\X icomico 


13,000 


4,740 


36 






* Worcester 


7,800 


1,670 


21 






TV counties 


732,600 


588,650 


80 ft 


640 


LT 


total 


132.600 


588,6')0 


807c 


640 


VI 


MASSACHUSETTS 










TV counties 


total families 


TV families 


I 'HF families 


' lljrnstable 


16,400 


9380 


60% 






Herk shire 


41,000 


31,920 


78 






llristol 


119,600 


95,560 


80 






Dukes 


1300 


1,080 


60 






Essex 


164,600 


139,420 


85 






Franklin 


17,000 


6,760 


40 


3,260 


197o 


Hampden 


114,000 


71,320 


63 


25,180 


22 


Hampshire 


21,300 


11,430 


47 


7,020 


29 


Middlesex 


313,600 


244,890 


78 


• 


a. 


Nantucket 


1,100 


660 


60 






Norfolk 


120,700 


95,860 


79ft 


• 


• 


Plymouth 


61,600 


49.S90 


81 






Suffolk 


263,700 


219,610 


S3 






Worcester 


16-1,900 


131,630 


80 






TV countiei 


1,424,300 


1,109,610 


78% 


40,330 


3ft 


total 


1.424J00 


l,109fil0 


78ft 


4OJ30 


J7<> 


MICHIGAN 












TV counties 


total families 


TV families 


I HF families 


Allegan 


1S300 


9,380 


61 7o 






■•Antrim 


3.500 


540 


IS 


w 


• 


Barry 


8.700 


S310 


61 






Bay 


27.400 


13.860 


51 


7,670 


28ft 


nJrn/ie 


2.600 


290 


11 






llrrrien 


39.800 


31,750 


80 


4,960 


12 


*liranch 


9.600 


6.340 


66 






Calhoun 


39.500 


29.580 


7S 




* 


tCa»s 


9.900 


7320 


79 






'Clare 


3.300 


1.S20 


46 


660 


20 


t Clinton 


9.400 


6.020 


6-1 






f Cra^ ford 


1300 


180 


u 




• 


^Dickinson 


7.700 


1.650 


21 






Eaton 


13.200 


7.050 


53 






Genesee 


86300 


48.980 


56 




• 


'Gladwin 


2.600 


1.200 


46 


S20 


20 


♦Grand Traverse 8.300 


910 


11 






1 Gratiot 


10.100 


6.530 


65 




• 


Hillsdale 


M300 


S.610 


48 




• 


1 Huron 


9.600 


2350 


24 






Ingham 


56.300 


42.200 


7S 


13300 


25 


Ionia 


1U00 


S310 


47 






'Isabella 


8.200 


3.460 


42 






Jackson 


31,000 


24.900 


73 






Kalamazoo 


41, 'AW 


31.080 


74 


• 


• 


'Kalkaska 


1.300 


180 


11 


• 




Kent 


9S.100 


60360 


61 






U,ake 


1300 


200 


11 






l^a/ieer 


9.600 


S350 


<^ 






•Leelanau 


2.600 


290 


11 






Lena wee 


21.000 


13.280 


63 






Livingston 


8.800 


6.790 


77 






Macomb 


61.100 


58,340 


91 






' Manistee 


6300 


630 


10 






'Mason 


6.600 


1.100 


17 






'Mecosta 


5300 


2.4UI 


42 






1 Menominee 


7.600 


1.670 


22 






^Midland 


11.200 


SJ220 


47 


2,170 


20 


• Milwaukee 


2.100 


300 


14 




* 


Monroe 


24.000 


19.490 


81 




• 


'Montcalm 


10.300 


S.420 


53 






Mufrkejron 


40.200 


2l3«0 


61 






Newaygo 


6.900 


3390 


52 







Oakland 


135.200 


125,060 


93ft 






•Oceana 


5,100 


820 


16 






•Osceola 


4.100 


1.720 


42 




_ 


•OlM-gO 


1.700 


2 W 


14 


• 


f 


Ottawa 


23.900 


14390 


62 






•Roscommon 


2.400 


340 


14 




W 


Saginaw 


47300 


27,750 


58 


1S320 


33ft 


St. Clair 


29,800 


2S.060 


84 






•St. Joseph 


11.900 


7.950 


67 






•Sanilac 


9.KX) 


2.W0 


25 






Shiawassee 


14300 


10.020 


68 






Tuscola 


11.300 


3370 


30 


1,200 




•Van lluren 


13,400 


10,570 


79 






Washtenaw 


40,300 


26.110 


65 


• 


* 


Wa>ne 


7S9.500 


653.690 


86 






• Wexford 


S300 


610 


11 






TV eounfie* 


1,913,900 


1,414,190 


747. 


541,940 


3% 


other countiei 


109,600 


3.740 


3ft 


180 


LT 


total 


•Jft2JJOO 


1.417.930 


?07o 


59./20 


Jft 



MINNESOTA 



TV counties 


total families 


7 V families 


LHF families 


1 Aitkin 


4 100 


1.150 


287« 






1 1 000 


8,650 


79 




' Becker 


6300 


720 


11 




' Men Ion 




1,150 


28 




'llig Stone 


2,600 


340 


13 




Hint* Frirlii 

DIUC L< 1 III 


1 1.400 


6,080 


53 






7 600 


2.170 


29 




Cm r\tnn 


6300 


1.190 


18 


• • 




5 ,200 








'Cass 


SJ00 


690 


13 




•Ch isago 


3,900 


2,510 


85 




•Clay 


9,100 


4,070 


4S 




• Cottonwood 


4,700 


1,500 


32 




'Crow Wing 


9,600 


1.260 


13 




Dakota 


11,500 


11300 


78 




•Dodge 


3,600 


1,080 


30 




Douglas 


6,400 


900 


14 




'Faribault 


7,000 


1,190 


17 




' Fillmore 


7,300 


1 360 


19 




• Freel>orn 


10,400 


3,390 


33 




'Goodhue 


9,800 


5,670 


58 




'Grant 


2300 


360 


13 




Hennepin 


220,500 


1 fin lr^\ 

1 82,700 


83 




•Houston 


4.200 


760 


18 




'Hubbard 


3,300 


360 


11 




'Isanti 


3.200 


2,080 


65 




*Jackson 


4.700 


1.500 


32 




* Kanabec 


2.800 


790 


23 




•Kandiyohi 


8.100 


2310 


31 




*Le Sueur 


S300 


3.000 


S2 




^LincolD 


3.000 


S70 


19ft 






6 600 


1.200 


18 




•>l t LC VHJ 


6 600 


2,900 


44 




* Mah nomen 


1 400 


150 


11 




* i»i a nin 


7 600 


1 370 


IS 




1. Meeker 


S.400 


1.670 


31 




1 \i .11. 1 
T Mille Lacs 


4, 100 


1.290 


29 




'Morrison 


6,800 


680 


10 




* Mower 


12.600 


3.740 


30 




' Murray 


4.000 


760 


19 




'.Nicollet 


S.300 


1.480 


28 




'Nobles 


6 500 


2.090 


32 




'Norman 


3.6O0 


1.620 


45 




'Olnisled 


11,200 


7.330 


s-» 




Oiler Tail 


13.900 


1.8.10 


13 




M'ine 


S.100 


870 


17 




' Pipestone 


3.900 


710 


19 




M'o|,e 


3.600 


500 


14 




Ramsey 


1 13.700 


88,230 


7S 




'Redwood 


6.100 


1.860 


29 




'Renville 


6.800 


1.930 


28 




'Rice 


9,200 


S.310 


58 




'Rock 


3,400 


6S0 


19 




Si. Louis 


66.300 


16.110 


21 


12360 19ft 


'Scon 


4,500 


2.310 


S2 




'Sherburne 


2.800 


1.120 


40 




'Sibley 


4.400 


2.290 


52 




'Stearns 


17.100 


6.910 


40 




'Sleele 


6.500 


3.770 


58 




♦Stevens 


3.000 


430 


11 




'Swift 


4.600 


640 


14 




'Todd 


6.900 


760 


11 




♦Traverse 


2300 


300 


13 




'Wabasha 


4.900 


2.550 


S2 




'Wadena 


3.500 


350 


10 




♦ Waseca 


4.500 


1.490 


33 




'Washington 


10.700 


6.°60 


65 




♦Watonwan 


4.100 


700 


17 




•Wilkin 


2.800 


360 


13 




Winona 


11.900 


1.500 


13 




♦ Wright 


8.UX) 


3.580 


45 




TV rountiet 


829.400 


433.710 


52% 


13,400 2% 


other counties 


70.600 


3JI0 


5*/w 


120 LT 


iltl 


OO0JX>0 


4J7.020 


<«ft 


13J20 27' 



MISSISSIPPI 



TV countiei total families 


TV families 


VHF families 


t Ail sim 
f\\i 01110 


9,700 


960 


10ft 






•Alcorn 


7300 


1.780 


23 






•Amite 


4.600 


780 


17 


4 


? 


'Attala 


6.600 


730 


11 




(» 


•Benton 


2.100 


670 


32 






Bolivar 


16.400 


2J&0 


177« 






'Calhoun 


4.600 


640 


14 






'Carroll 


3,400 


410 


12 






'Chickasaw 


4.700 


560 


12 






Choctaw 


2300 


340 


12 






Claiborne 


3.000 


780 


26 


600 


20ft 


•Clay 


4.400 


S30 


12 






Coa 1 1 0 n 1 a 


14300 


1340 


11 






' Copiah 


7.900 


2,020 


26 


1,630 




1 Clo \ jngton 


3300 


610 


16 






'De Soto 


6.000 


1,980 


33 






' Forrest 


14,100 


4,210 


30 






' Fra nklin 


2,900 


290 


10 






' George 


2.700 


840 


31' 






1 \- r 1 ■ n 1 tA a 
Ky 11 lltlU a 


S.000 


650 


13 






'Hancock 


3300 


2.050 


62 






Harrison 


30,100 


9380 


33 






Hinds 


43.100 


17,410 


4C 


17,410 


40 


' 1 lolmes 


8,100 


880 


11 




1 


H 11 111 ph rcj !> 


S.400 


1.260 


23 


930 


17 


1 l**aqucna 


1,100 


250 


23 


190 


17 


1 Itawamba 


4,400 


700 


16 






'Jackson 


10,000 


3.100 


31 






' Jeffer*on 


2,900 


290 


10 






'Jeff Da\it 


3300 


530 


14 




= — 


'Jone-* 


16300 


2,610 


16 






'La favette 


5300 


850 


IS 






' Lamar 


3,600 


1,080 


30 






Lauderdale 


19,700 


2300 


14 






* Lav* rence 


3,100 


430 


14 






'Uake 


S.200 


S70 


11 


• 


w 


Lee 


11,000 


3340 


30 








13,700 


2,980 


22 


• 


• 


' Lincoln 


7,700 


1310 


17 


• 


* 


' Mad 1 son 


8,100 


1050 


13 


1,050 


13 


'Marion 


6,400 


970 


IS 






'Marshall 


5300 


1360 


32 






' Monroe 


10,000 


1.210 


12 






' Montgomery 


3300 


420 


11 






' Panola 


7300 


4,030 


S2 






'Pearl River 


5300 


3390 


62 






'Pike 


9,600 


1.610 


17 




W- 


1 Pontotoc 


S.200 


780 


IS 






' Prentiss 


5,200 


790 


IS 






'Quitmhn 


6,500 


1.170 


18 






'Rankin 


6.200 


830 


13 


830 


13 


'Scott 


S300 


610 


11 


" 


* 


'Sharkey 


3.100 


710 


23 


530 


17 


'Simpson 


S.500 


720 


13 


720 


13 


'Smith 


3.900 


430 


11 




* 


♦Slone 


1.400 


420 


30 






♦Tallahatchie 


7.600 


1.430 


19 






'Tate 


4.500 


2300 


SI 






4 Tippah 


4.400 


1.010 


23 






* Tishomingo 


•1^00 


670 


16 






'Tunica* 


S.600 


2360 


517° 






' Union 


S 700 


1310 


23 






'Walthall 


3.600 


500 


14 






Warren 


12.500 


3.160 


25 


2,110 


17ft 


Washington 


21,100 


2,960 


14 






* Webster 


2,900 


350 


12 






'Wilkinson 


3,400 


340 


10 






1 Yalobusha 


3.900 


550 


14 








8.900 


1.200 


13 


1.200 


13 


Tl founliei 


CI % Ann 


115.380 


22 % 


31,980 


6% 


other counties 


73,800 


3.990 


Sft 






total 


S87.4O0 


J/9370 


20ft 


31$80 


4ft 


MISSOURI 












/ t counties 


total families 


TV families 


VHF families 


t Andrew 


4.000 


2030 


56ft 


• 


• 


+AtchisOn 


3.500 


1,050 


30 






'Audrain 


8 400 


1380 


22 






'Barry 


6,700 


1.270 


19 






* Ua rton 


4 400 


720 


16 






'Bales 


6,200 


3.290 


53 






'Benlon 


2.700 


S70 


21 






'Bollinger 


3.100 


840 


27 






Boone 


14.200 


1.950 


14 






Buchanan 


31.600 


19.620 


62 






'Caldwell 


3.600 


2.010 


56 






'Callaway 


6.500 


1.500 


23 






'Camden 


2.500 


530 


21 






Cape Cirardeau 12,000 


1.250 


10 






'Carroll 


S.100 


2300 


49 






'Carter 


1J00 


200 


IS 






'Cass 


6.700 


3.550 


53 






'Cedar 


3.800 


650 


17 






'Chariton 


4.800 


1.180 


24 






'Christian 


3.900 


900 


23 







mum 




4m 





The magic of flight 



BRINGS A NEW 
WORLD OF 
EXCITEMENT J 
TO TV! • 




DR. CERA Ef> nTA'OT, 
narrator ofJVMOR SC1EXCE, 
is Chief of Science Education for 
U.XE$CO. He nas formerly 
Science Editor of TlSlE and 
SCIEXCE ILLUSTRATED, 
head of the .V Y if'orttfx Eaie 
science exhibits and A*an of 
PiW Stale's Chemistry and 
Physics College, as well as a 
noted military and industrial 
consultant. 



You've got to see and hear JUNIOR SCIENCE to truly 
appreciate its scope and wonder! Ready for immediate 
airing . , , with 39 fifteen-minute, custom made films! 
JUNIOR SCIENCE is a public relations "natural" that is 
bound to get enthusiastic parent, school and community 
approval! And it has a potent merchandising potential 
via self -liquidating premiums! 



SYNDICATION 1 CORPORATION 

655 Madison Avenue, N. Y. 21, N. Y. 



For audition, sales 
plan, and price- 
write, wire or phone: 

HERB JAFFE 

655 Madison Awe. 
New York 21. N. Y. 
TEmpleton 8-2000 
FRANK O'DRISCOLL 
2211 Woodward Ave 
Detroit 1, Michigan 
WOodward 1-2560 
JACK McGUIRE 
155 £. Ohio St. 
Chicago 11. Illinois 
Whitehall 3-2600 
MAURIE GRESHAM 
9100 Sunset Blvd. 
Los Angeles 46, Calit. 
CRestview 1-6101 
GORDON WIGGIN 
216 Tremont Street 
Boston 16, Mass. 
HAncock 6-0897 

ALEX METCALFE 

MPTV (Canada) Ltd 
277 Victoria Street 
Toronto, Canada 
EMpire 8-8621 

ED HEWITT 

625 Market Street 
San Francisco 5, Calif 
DOuglas 2-1387 
BRUCE COLLIER 
3 Routh Street 
Dallas 4. Texas 
PRospecl 4158 

JEFF DAVIS 

Mortgage Guaranty Bldg 
Carnegie Way & Ellis St 
Atlanta, Ga 
ALome-0912 

These MPTY shows are 
available now: 

• DUFFY'S TAVERN 
. DREW PEARSONTS 

WASHINGTON 

M ERR Y-GO-ROUND 

. FLASH GORDON 

. JANET^DEAM, 
REGISTERED NURSE 

. JUNIOR SCIENCE 

• more to come 



WHO SUBSCRIBES TO SPONSOR AT THI 



I 



F HAS been proven that a handful of advertising agencies place 
about 9() r /( of the national spot radio and tv billing. 

But within this handful of agencies (generally numbered at 
20) are hundreds of important timebuyers, account men, and other 
key executives who make the individual decisions vital to you. 

Several years back SPONSOR checked and discovered that it 
averaged 10/4 paid subscribers at these leader agencies. 

In 1954 we have just completed a similar analysis of SPONSOR 
subscribers at top advertising agencies — but with a difference. The 
difference: included are (1) the top 33 ad agencies in radio and tv 
billing, (2) the names of individual subscribers at each agency. 

Today SPONSOR averages 17 paid subscribers among the top 
20 agencies; 13% among the top 33. Even more important, you'll 
find virtually every decision-maker (for your station) included* 

The 33 advertising agencies are: Aver, Bates, BBDO, Benton 
& Bowles, Biow, Burnett, Campbell-Ewald, Cecil & Presbrey, Comp- 
ton, Cunningham & Walsh, D-F-S, D'Arcy, DCS&S, Erwin Wasey, 
Estv, Foote, Cone & Belding, Fuller & Smith & Ross, K&E, Kudner, 



'(•Play this fascinating game. Jot down 10 names 

of the most important (to you) ad agency 

decision makers. Then check the SPONSOR list. It you 

find more than 2 names missing SPONSOR will pay you $10. 



B TOP-BILLING ADVERTISING AGENCIES? 



Lennen & Newell, Maxon, McCann-Eriekson, MacManus, John & 
Ad ams, NL&B, Ruth muff & Ryan, Sherman & Marquette, SSCB, 
JWT, Wade, Warwick & Legler, Ward Wheelock, Weintraub, Y&R. 

SPONSOR — the use magazine — stands alone in the field it 
serves. It is the one and only magazine 100^ devoted to radio and 
tv while pin-pointed at key agency and advertiser readers. 7 out 
of every 10 copies of SPONSOR go to the men who foot the bills. 

Every magazine has a story to tell. But only one magazine can 
top your trade-paper list. Consider these facts. SPONSOR is (1) 
exclusively devoted to air-advertising, (2) exclusively edited for 
key agency and advertiser readers, (3) the accepted magazine that 
agencies and advertisers use, (4) the magazine of minimum waste 
circulation, (5) read not only by timebuyers, but also by account 
executives, agency principals, ad managers, and company heads, 
(6) number one in paid circulation among radio and tv buyers. 

If the foregoing interests you with respect to your 1954 trade- 
paper planning, please write and ask for a full look at SPONSOR'S 
subscribers at the 33 leading advertising agencies. 



SPONSOR 



the magazine that radio and tv advertisers use 




WHO 750 25 

CUy 1B.K0 " 14.790 80 1380 10% 

'Clinton *&*> 2230 56 • • 



'Cole 


10.1'W 


2,080 


21 




'Crawlord 


3.UK) 


1.210 


34 




'Dade 


3JM 


510 


17 




'Dallas 


3JM 


320 


10 




'Daviess 


3,™ 


2.060 


56 


• • 


• De Kilb 


' *0 


1.680 


56 




'Dent 


\K0 


1,160 


34 




'Douglas 


WO 


860 


24 




Dunklin 


I ■■..0 


3350 


30 




Franklin 


[I.TuO 


4.340 


37 




'Gasconade 


i.ioo 


1,150 


28 




'Gentry 


i.tff) 


1,080 


30 




Crccnc 


47.UID 


13.480 


36 




'Grundy 




1390 


42 




'Harrison 


4.600 


1370 


30 




'Henry 


6.900 


3,660 


53% 




'Hickory 


1,700 


360 


21 




'Moll 


3.100 


930 


30 




'Iron 


2.600 


880 


34 




Jackson 


193.600 


132.120 


68 


21,070 11% 


Jasper 


28.300 


4.430 


16 




Jeflerson 


12.500 


8.200 


66 




'Johnson 


6.900 


3.800 


5S 


• • 


'knox 


2.700 


680 


25 




'Laclede 


6.100 


1330 


22 




'Lafayette 


8.200 


4,460 


54 




'Lawrence 


8.000 


1550 


19 




'Lewis 


3.600 


890 


2S 




'Lincoln 


4,700 


2,020 


43 




♦Linn 


6.600 


1.150 


17 




'Livingston 


S500 


2310 


42 




'McDonald 


4300 


650 


IS 




'Macon 


6,400 


1.090 


17 




'Madison 


3.200 


860 


27 




'Maries 


2,100 


S90 


28 




'Marion 


10300 


3,420 


33 




'Mercer 


2500 


750 


30 




'Miller 


4300 


900 


21 




'Monroe 


3,900 


820 


21 




'Montgomery 


4,000 


1.720 


43 




'Morgan 


3.200 


630 


20 




Msew Madrid 


10.300 


2,130 


21 




'Newlon 


9.100 


1310 


14 




'Nodaway 


7300 


2300 


29 




'Oregon 


3500 


530 


15 




'Usage 


3.100 


870 


28 




'Ozark 


2,400 


580 


24 




Pemiscol 


12.600 


S.S20 


44 




'Perry 


4.300 


1,150 


27 




Pettis 


11.100 


4.240 


38 




'Phelps 


8,200 


2,260 


28 




'Pike 


6,000 


2540 


42 




'Plane 


4.900 


2.700 


SS 


• • 


'Polk 


5.200 


500 


10 




'Pulaski 


3.400 


710 


21 




'Ralls 


2,700 


920 


34 




'Randolph 


8300 


1,730 


21 




'Ray 


5500 


2.740 


50 




'Reynolds 


1500 


230 


15 




'Ripley 


3500 


550 


16 




Si. Charles 


9.400 


5,740 


61 




'Si. Clair 


3500 


880 


25 




'Si. Francois 


10.700 


6,680 


62 




St. Louis 


419.400 


327.410 


78 


40.050 10 


'Sle. Genevieve 3.200 


1.980 


62 




'Saline 


8.500 


2.100 


25 




'Scotland 


2500 


630 


25 




'Shannon 


2.200 


330 


15 




'Shelby 


3.700 


1,260 


34 




'Stoddard 


9.700 


1.940 


20 




'Stone 


2.900 


700 


24% 




'Taney 


3.100 


740 


24 




'Vernon 


7.000 


1,710 


24 




'Warren 


2.600 


1.120 


43 




'Washington 


4,100 


1340 


33 




'Webster 


4,600 


450 


10 




'Worth 


1.400 


420 


30 




'Wright 


5.000 


1.050 


21 




TV counties 


1.234.800 


672,690 


54% 


64,990 5% 


other counties 


71500 


4.470 


7% 




total 


1306300 


677.160 


52% 


64,990 S% 


MONTANA 










TV counties 


total families 


TV families 


UHF families 


Silver Bow 


18300 


6.080 


33% 




TV counties 


18,300 


6,080 


33% 




other counties 


179.400 


3.020 


2% 




total 


197,700 


9.100 


5% 




NEBRASKA 








TV counties 


total famthes 


TV families 


i'HF families 


'Adams 


9,400 


1,600 


17% 




'Antelope 


3.700 


810 


22 





' Boone 


3300 


420 


13 




'Buffalo 


8500 


1.060 


12 




'Burt 


3.600 


2,770 


77 




'Butler 


3300 


1360 


36 




'Casa 


5,400 


4,000 


74 




tOdar 


3.900 


860 


22 




'Colfax 


3.400 


1,600 


47 




'Cuming 


3.900 


1340 


47 




'Dakota 


3.200 


1.250 


39 




'Dawson 


6,600 


860 


13 




' Dixon 


2,900 


1.130 


39 




'Dodge 


9500 


7.260 


76 




Douglas 


92500 


78.200 


85 




' Kil Imore 


3.200 


640 


20 




'Cage 


8.900 


3.960 


44 




'Greeley 


1.400 


200 


14 




'Hall 


10.900 


1.940 


18 




'Hamilton 


3,000 


1.080 


36 




' Howard 


2300 


320 


14 




' Jefferson 


4.400 


880 


20 




'Johnson 


2,400 


1.080 


45 




'Knox 


4,500 


1.040 


23 




Lancaster 


40300 


2S.140 


62 




'Madison 


7.700 


3.050 


40 




'Merrick 


3,000 


410 


14 




'Nance • 


1300 


250 


14 




'Nemaha 


3.400 


1.220 


36% 




'Otoe 


S500 


4.090 


74 




'Pawnee 


2.200 


790 


36 




' Pierce 


3.000 


660 


22 




'Platte 


6.100 


2380 


39 




'Polk 


2500 


900 


36 




'Richardson 


5.600 


1,990 


36 




'Saline 


4.900 


1.030 


21 




'Sarpy 


4.900 


3320 


78 




'Saundera 


5.600 


4.420 


79 




'Seward 


4.200 


1500 


36 




'Stanton 


1.900 


890 


47 




'Thurston 


2500 


980 


39 




'Washington 


3.700 


2350 


77 




'Wayne 


3.000 


1.170 


39 




t Vnrtr 
' 10TK 


4 700 


1 f, til 


•JO 




TV counties 


321,600 


175,330 


ss% 





other countiet 


105,700 


2,080 


2% 




total 


427300 


177.410 


42% 





NEVADA 










TV counties 


total families 


TV families 


UHF families 


Clark 


22300 


6,110 


27% 




^ ashoc 


19,700 


5.460 


28 




TV counties 


42,500 


11.S70 


27% 





other counties 


18.100 


360 


2% 




total 


torn 


IIS30 


20% 





NEW HAMPSHIRE 








TV counties 


total families 


TV families 


UHF families 


'Belknap 


8.400 


3.210 


38% 




'Carroll 


5.000 


1.900 


38 




'Cheshire 


11.600 


5.720 


49 




Hillsboro 


48300 


31.960 


65 




Merrimack 


18300 


10.900 


60 




Rockingham 


22500 


17570 


78 




Strafford 


15300 


7,760 


51 




'Sullivan 


8.100 


4.050 


50 




TV counties 


138,000 


83,070 


60% 




other counties 


24.600 


1.620 


7% 




total 


762.600 


84.690 


52% 





NEW JERSEY 



TV counties 


total families 


TV families 


UHF families 


Atlantic 


44300 


31.930 


72% 


5,190 12% 


Bergen 


190,900 


172350 


91 


Burlington 


39300 


34340 


88 




Camden 


96.500 


80.790 


84% 




Cape May 


13.600 


11370 


84 


1,750 13% 


Cumberland 


29300 


25310 


86 




Essex 


285.600 


242340 


85 




Gloucester 


30.700 


27.000 


88 




Hudson 


202.700 


192.250 


95 




Hunterdon 


14.200 


12360 


87 




Mercer 


68.000 


60.540 


89 




Middlesex 


81.000 


71.160 


85 




Monmouth 


77.200 


72360 


94 




Morris 


S2.200 


42360 


81 




Ocean 


21.900 


17.540 


80 




Passaic 


111.700 


97300 


88 




Salem 


16.200 


14.950 


92 




Somerset 


31300 


26530 


85 




Sussex 


11.200 


8.200 


73 




Union 


129 .200 


1 19.420 


92 




Warren 


17;600 


12390 


70 


• • 



Tf ctuniie* I At 4,790 tt% TjtWt 1% 

total IfrtJBO IJZtsW 4S% jJJ» f% 



NEW MIX ICG 



TV IVMfttdlT 


iJtiii J J-'l laid t 1 


TV ftmiStcs 


fjJTr ^UmiiLFS 


Bernalillo 


yjjoo 




45% 




'Oiavr* 


tJ,M» 


1.270 


SI 




1 Cu r r > 


8,000 


1.010 


13 




■Or liaCj 




310 






1 Don* Ana 


!03ttt 


2.Z90 


II 




Trldlv 


t4 40O 


3v480 


24 




r Cu*d il u |je 


1,400 


430 


31 




1 Lincoln 


1,H» 


V$ 


It 




1 Ln* AlaraOs 


inHA 




1* 




'Lum 


iflco 




21 




'Old* 


4.4CO 


r.na 


IS 




'Quay 


4300 


L60 


13 




Sanduvil 


2 At! 


540 


23 




'Stmt ft 


iO "'XI 


a. loo 


20 




'TLTrancr 


i.tdo 


aa 


14 




Vikuru 


i,401i 




3? 




TV CDHFlPj'l 


1 3 7.400 


42,550 


31% 




rr counties 




1,220 


2% 




tola! 


I5:«w 


«,77ff 


1$ 





pew route 



TV counties 


Is f-itS { U -Mii'l i J 


TV forwUes 


1ft? (sWfi'rj 


Albany 




5*3S0 


75% 


* 


* 


Allegany 




-J9J0 


59 






Bronx 


lS*.4O0 




J* 








iajoa 


42 340 


71% 






GaElaraufiun 


-4hpW 


16250 


70 






Cayuga 


2Ij60O 


17.690 


Hi 






QvauLiiJ q u J 




29JM0 


63 






Chriniinj; 




12.080 


42 


6,040 


21% 


Chijnjfitrf 




TJJ0 


c* 






Cl^ivtuti 


n,wxi 


4.690 


34 






Ool UJnbia 


11.000 


10500 


r? 






Oriitnd 


n,:« 


TJ50 


63 






Dflawarr 




5,4*0 


3f 






Dutehfia 




23.SCO 


62 






Krir 




2HJt*0 


37 


3937(1 


14 


Essex 


10,4K1 


2310 


27 






Franklin 


i:'3oo 


1.910 


IS 






Fulton 


17500 


10,770 


62 






Cenesee 


ii,<j» 


10330 


71 






'Creene 




5,490 


60 






namil ton 


1300 


TTO 


SO 






Herkimer 


1«500 


14.110 


77- 






Jefferson 


26.*:«i 


10,930 


41 






Kings 


85I.9KI 


735 J50 


86 






Lewis 


6J&00 


3.730 


57 






Livingston 


11300 


4^50 


so 






Madison 


14.4W 


*3S0 


62 






Monroe 


160,400 


131JD30 


82 






Montgomery 


19i00 


11.M4 


61 






Nassau 


261200 


233.160 


B9 






New York 


672.700 


401.710 


60 






Niagara 


60500 


»310 


t* 


4330 


16 


Oneida 


68.909 


44,920 


M 






Onondaga 


109.700 


MJ80 


90 






'Ontario 


18.100 


12570 


to 






Orange 


47.100 


41.100 


17 






Orleans 


9.6CO 


l.Wf 


KJ 






Oswego 


233(rt 


17.150 


71 






Otsego 


16,600 


!;,*■''. 








Putnam 


6,700 


AjOlO 


60 






Queens 


521,*:i0 


460 JM0 


n 






Rensselaer 


41.W0 


34^90 


si 






Richmond 


S6.*X) 


S0j620 


•so 






Rockland 


24i[)(5 


21.420 


87 






St. Lawrence 


27.700 


4^00 


15 






Saratoga 


24,000 


16710 


70 






Schenectady 


48. M» 


36.640 


75 






'Schoharie 


7J0O 


4320 


60 






'Schuyler 


4.6O0 


3.450 


75 






'Seneca 


8.100 


6,120 


76 






Steuben 


28300 


11,790 


42 


4.270 


15 


huffolk 


92.000 


7SJ30 


82 






■Sullivan 


13300 


8350 


67 






Tioga 


9300 


6,120 


62 


1.180 


12 


Tompkins 


17,900 


12.420 


69 






Ulster 


30300 


15.920 


53 


• 




Warren 


12.700 


9,960 


78 






Washington 


14v000 


9350 


67 






Wavne 


18.400 


14.440 


78% 






Westchester 


19S.600 


153.610 


79 






Wyoming 


9.700 


5310 


60 






'Yates 


5300 


4.060 


70 






TV counties 


4.800.100 


3,712,620 


77% 


69,950 


1% 


totml 


4.800.100 


j.r;2.620 


77% 


69,950 


'% 
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A Phone for Every 2 Persons 
— That's Louisville's Average 




fter 
the 

iher, 
jster, 

■ 

>e J. 
3 and 
$500 

jffman, 
jst in a 
^ed at 



liOuisvillians must like to talk 
to each other. 

The city has 172,267 telephones 
in service. That's almost one 
phone to every two Louisvillians. 

Ther"e^aTe~"more than' "49,000 
rural phones in Kentucky* a gain 
of some 300 per cent since §946. 

R. S. W 
for Sout 
Telegrap 
figures y 
observed 
50,0G0,0Q0t 
House* The 
trimmed in g 
seal is in the 
plated dial a 
stars around i 

The United 
telephone for 
sons, while th 



rest of the world is one for every 
65 persons, 

Kentucky has 491,395 phones, 
or about one for every six per- 
sons. Of* these, 374,050 are oper- 
ated .by Southern Bell and the 
rest by 102 independent tele- 

u 

that since 1945 
.elephones 
fave more than 
lecting a great surge 
industrial, and agri- 





4ttsbwS,lNov. 18 (#>)— Some, 
m m a nag e m e ,|| executives! 
fhysieiansU jyi^ieft , tcxieolo, 
"istw JfclwsAarl industry 

o^y the li 
H^iene Foj 

meeting. 



WORD PUZZLE 



As * NBC 



SPOT 




™ £ DATA! 



22 



March 



1954 



- lo ««sviu e 



65 



MOUTH CAROLINA 



Tl taunt, n total fomilirs TV families UHF fomilies 



Aljniancc 


20.000 


12.090 


60% 






1 Alexander 


3.600 


1.690 


47 






^Allejjluiiy 


2,100 


V ( 0 


46 








6,300 




52 






*A«he 




2J90 


46 






♦.Wry 


3.200 


860 


27 






'Ut-aufort 


94O0 


3300 


41 






T Bc me 


6 100 


2.260 


37 






Hunconi be 


34300 


1 1,330 


33 


4.040 


12% 


Hurke 


1 1 400 


7 Oft/l 
/.VtfU 


70 






Cabjrrus 


17.400 


11 .210 


64 


• 


• 


*('.uld»ell 


11.100 


5.280 


48 






^ ^ n iHa" n 

II IUC II 


1 400 


760 


54 






*Cai»rll 


4 500 


2,070 


46 








1 7 400 


10.030 


S8 






^Chatham 


6.300 


2.900 


46 




• 


r Chcrukre 


4.400 


470 


11 






*" (Jhovv a n 


3 000 


810 


27 






T Cljy 


1,300 




JO 






f Clc*cljnd 


16 400 


0 ^7n 


Co 
OO 






Craven 


13.100 


3450 


27 






Cumberland 


23.900 


2.970 


12 






~t ii r r 1 1 1 if L 

X—M 1 1 P 1 III. IV 


1300 




J"+ 






'l)jre 


1 ,300 


350 


77 
it 






1 1.1 v if 1 «fin 
lsii * iu ^ijii 


17 400 




ee 






♦Davie 


4.000 


2.200 


55 


• 


♦ 


Dm ill am 


28.400 


14380 


52 


* 


* 


Ed £t*combc 




2,040 


17 








43,500 


23.570 


54 






♦Franklin 
r i tin k i in 


7 UYi 


1.530 


21 






Gaslon 


30.900 


21,420 


69 


• 


• 


^Catcs 


2,300 


1.240 


M 




• 


^ Craliam 




l7i*i 
1 /U 


10 






0 r a n 1 1 1 1 
w i a 1 1 * 1 1 ic 


7 000 




W 




• 


Guilford 


55 000 


24 410 


44 






Halifax 


13.200 


1.630 


12 






Harnett 


11,700 


1.3O0 


11 






'Haywood 


10,000 


1,680 


17 






1 Hendorson 


9.200 


2.070 


23 




• 


'Hertford 


4,900 


2,650 


54 




» 


'Hoke 


3,400 


780 


23 






1 Hyde 


1300 


350 


27 






Iredell 


I53OO 


6,530 


43 






' J ackson 


4 500 


990 


ii/O 






'Lee 


6,100 


1,770 


29 


• 




'Lincoln 


7,000 


4.060 


58 






'McDowell 


6.700 


4,220 


63 








4,000 


400 


10 






i*l«UI9UII 


4,600 


780 


17 






■^Martin 


6,200 


2,540 


41 






Mecklenberg 


58400 


35,080 


60 






'Mitchell 


3.600 


970 


27 






♦ Montgomery 


4 400 


2,290 


52 




tr 


♦Moore 


8,600 


2,540 


30 


t 


m 


Nash 


14300 


2 190 


15 






'Northampton 


6.200 


2300 


37 






♦Orange 


8.600 


3.950 


46 






♦ Pasquotank 




3 700 


54 


• 


• 


♦ Perquimans 


2.500 


1350 


54 




m 


1 Purinn 

■ rcrson 


5,500 


2,200 


40 


'a 


m 


Pitt 


14.900 


4.600 


31 






'Polk 


3.200 


2,020 


63 






Randol ph 


14 100 


6.080 


43 


# 




♦ Richmond 


10,300 


5310 


52 




* 


Robeson 


20,200 


3 400 


1 7 






* Rockingham 


17.600 


7.690 


44 






♦ Rowan 


21.200 


11480 


55 






1 rvuincriora 


11 900 


7420 


63 






♦Scotland 




1 420 


23 






Stanly 


10 700 


8480 


78 






'Stokes 


5.100 


2240 


44 






'Surry 


11.900 


S480 


45 






'Swain 


2,300 


230 


10 






* 1 ransy 1* an ia 


3 900 


860 


22 


* 


* 


1 1) rreii 




320 


27 






♦ Union 


10,600 


5.470 


52 






* Vance 


8.000 


1.660 


21 






Hike 


36,000 


1 1 420 


32 


7,250 




♦Warren 


5.100 


1.070 


21 






♦Washington 


3.100 


860 


28 






♦Watauga 


4400 


1.140 


27 






Wayne 


15300 


1,970 


12 






Wilkes 


11.100 


4.200 


38 






♦ Yadkin 


5,700 


3.140 


55 




* 


♦Yancey 


3.700 


630 


17 






TV ecMinfJef 


920,100 


388,390 


42% 


24,980 


3% 


other counties 


136400 


7470 


6% 


910 


1% 


total 


1.0S6.4O0 


39S.960 


37% 


25,890 


2* 


NORTH DAKOTA 










TV evunttfs 


total families 


TV families 


L'HF famtiiti 


♦Barnes 


4400 


1.140 


25% 






♦Bottineau 


3.200 


420 


13 






♦Burke 


1,700 


220 


13 







Ca*» 


1 7 4/Yl 
J l,WJ 


5,500 




Griggs 


1400 


300 


25 


'McHenry 


3.200 


420 


13% 


'Ransom 


2JO0 


230 


10 


'Ren.ille 


1400 


200 


13 


'Richland 


5400 


SSO 


10 


'Sargent 


1,700 


170 


10 


•Steele 


1.100 


230 


25 


'Traill 


3.000 


750 


25 


'Ward 


10.200 


1240 


12 


7"K eountle* 


56,300 


11,420 


20% 


other counties 


104.900 


1.9O0 


2% 


total 


lblJCO 


I3J20 


87. 



OHIO 



TV (ami lit $ 


totoi familtti 


Tl fomtUrt 


UHF familirt 


♦Adams 


6.400 


3440 


607c 






Allen 


28400 


11.750 


41 


6.460 


23% 


Ashland 


10.700 


7270 


68 






A 5111 a DU 1 J 


25400 


19.990 


"" 


4430 


19 




12400 


5.670 


46 






♦ Auglaitc 


9400 


6410 


64 


• 


• 


Belmont 


26.000 


12440 


49 






♦Urov*n 


7,000 


4.200 


60 






Butler 


46.000 


40490 


88 






'Carroll 


5 700 


3.710 


65 






Champaign 


8.500 


5.970 


70 






Clark 


35,900 


28.570 


80 


*■ 


* 


Clermont 


13.200 


9,710 


74 






Clinton 


8 400 


4.760 


57 






Columbiana 


31 000 


19.710 


64 






Coshocton 


10.000 


2.280 


23 


- 


• 


Crawford 


12.600 


7.040 


56 






Cuyahoga 


439.000 


399,190 


91 






1 Darke 


13.200 


10,630 


81 






♦ De fiance 


8.200 


5,190 


63 






♦Delaware 


8.900 


6,070 


68 






Erie 


17.200 


12.540 


73 






Fairfield 


16,400 


1 1,410 


70 






♦Fayette 


7400 


4390 


in 
w 






Fi anklin 


162.600 


138,640 


85 






♦Fulton 


8.000 


5.760 


72 






Callia 


6,700 


3.190 


48 






Geauga 


8.100 


6,640 


82 


f 




Greene 


19,500 




o~* 






♦Guernsey 


11.600 


4,080 






* 


Hamilton 


243.200 


209.060 


86 






♦Hancock 


15.000 


10.400 


69 






1 nerdm 


9,000 


5 760 


64 






♦Harrison 


5.700 


2 000 


35 




• 


♦Henry 


6.900 


4,280 


62 






♦Highland 


9,400 


5.670 


60 






♦Hocking 


5.600 


3460 


69 






■ rtoimes 




2 810 


54% 






Huron 


12.500 


7460 


DO 






♦Jackson 


8400 


4460 


59 






Jefferson 


27.700 


19.480 


70 


* 


% 


Knox 


11.200 


6420 


61 






Lake 


26,200 


71 OIA 




• 




Lawrence 


14.200 


9 910 


70 






Licking 


23400 


19 130 






'*' 


♦Logan 


10^00 


6,540 


64 






♦Logan 


47,100 


40.440 


86 






Lucas 


126400 


107,100 


84 






♦ Madison 


6.200 


3,720 


60 






Mahoning 


74400 


43.190 


58 


1 9.280 


26% 


♦Marion 


16,600 


11,710 


71 






Medina 


13400 


11.070 


83 






1 Meigs 


7,000 


3.220 


46 






♦Mercer 


8.400 


2.440 


29 






Miami 


20,400 


17,990 


88 






♦Monroe 


4400 


1.460 


34 






Montgomery 


130400 


119.110 


91 


« 


* 


♦Morgan 


4.000 


1.400 


35 






♦Morrow 


5.200 


3.690 


71 






Muskingum 


23.400 


10,190 


44 


6490 


27 


♦Noble 


3,400 


1.190 


35 






♦Ottawa 


9.500 


5.990 


63 






♦Paulding 


4.700 


1460 


29 






♦Perry 


8400 


5,900 


69 






♦Pickaway 


7400 


5.620 


72 






♦Pike 


5.600 


3400 


59 






♦Portage 


19400 


15.900 


82 


• 


• 


» Preble 


8400 


6400 


80 






♦ Putnam 


7.200 


4.460 


62 


• 


•> 


Richland 


29400 


20,000 


68 






♦Ross 


16,000 


11.440 


72 






♦Sandusky 


14.700 


9440 


64 






Scioto 


26.700 


19.010 


71 






Seneca 


16.200 


11.710 


72 






♦Shelby 


8.600 


5400 


64 


1 


■ 


Stark 


89400 


72460 


81 


• 


• 


Summit 


131.900 


117.180 


89 


13.640 


10 


Trumbull 


48.900 


38.150 


T8 


11490 


24 


♦Tuscarawas 


22.000 


14460 


65 


• 


9 



1 Union 


6.400 


4.420 


69 




'Van Werl 


8,900 


2,660 


30 




'Vinton 


2400 


1.930 


69 




Warren 


12.100 


8.120 


67 




Washington 


13.700 


3.730 


27 




'Wayne 


17400 


9.430 


54 


i P 


'Williams 


8.600 


6.270 


73 




Wuod 


17.900 


15.710 


88 




'Wyandot 


6.200 


4440 


70 




TV eon olio 


2,517,800 


1.9S7.490 


78% 


8S.380 3% 


total 


24/7400 


ISS7.490 


7S% 


85480 3% 


OKLAHOMA 








7V countirt 


total families 


TV families 


L'HF families 


'Adair 


4.000 


640 


16% 




''Alfalfa 


3400 


910 


28 




•Atoka 


3400 


460 


13 




'Beckham 


7.200 


890 


12 




'Blaine 


4.400 


2.160 


49 




'Bryan 


8.000 


1,070 


13 




Caddo 


10.200 


4400 


44 




'Canadian 


7.700 


3,700 


48 




'Carter 


12400 


2.080 


17 




'Cherokee 


4,900 


780 


16 




'Choctaw 


5.200 


620 


12 




Cleveland 


11,400 


6430 


57 


1480 12% 


'Coal 


1,700 


220 


13 




Comanche 


17400 


10450 


58 




'Cotton 


2.900 


870 


30 




'Craig 


4400 


2,730 


57 




Creek 


12.700 


6440 


52 




'Custer 


6.500 


1440 


28 




'Delaware 


4.100 


1410 


32 




'Dewey 


2400 


700 


28 




'Ellis 


2400 


320 


14 




'Garfield 


17400 


ft 7m 


AO 

Vr 




'Canin 


8400 


3 650 


41 




Grady 


10.600 


4,920 


46 




'Crant 


3.100 


870 


28 




'Creer 


3.400 


370 


11 




'Harmon 


2400 


250 


1 1 




'Harper 


1400 


250 


14 




'Hughes 


5.600 


1.180 


21 




'Jackson 


6400 


690 


11 




'Jefferson 


3.100 


930 


30 




'Johnston 


2400 


360 


13 




Kay 


16.400 


6 410 


10 




'Kingfisher 


4,000 


1.960 


49 




'Kiowa 


5.700 


1.980 


35 




•Lincoln 


6400 


2340 


36 




'Logan 


6400 


2,430 


36 




'Love 


1.700 


290 


17 




'McClain 


4.100 


1.720 


42 




'McCurtain 


8,100 


930 


11 




'Mcintosh 


4400 


900 


91 




'Major 


3.200 


900 


28 




'Marshall 


2400 


300 


13 




'Mayes 


5.600 


3.180 


57 




'Murray 


3400 


1350 


47 




'Muskogee 


20.000 


O.O'v 


44 




'Noble 


3400 


1460 


49 




'Nowata 


3,900 


2,210 


57 




'Okfuskee 


4400 


1.460 


34 




Oklahoma 


116.500 


79,440 


68 


• f 


'Okmulgee 


13400 


4470 


34 




'Osage 


10,000 


5.200 


52 




'Ottawa 


10.000 


3.190 


32% 




•Pawnee 


4.100 


2 130 


52 




Payne 


14.000 


5,710 


41 




Pittsburg 


11.600 


2,750 


24 




'Pontoioc 


8.900 


4.180 


47 




Pottawatomie 


13.200 


3.630 


28 




'Pushmataha 


3.200 


380 


12 




'Roger Mills 


2.100 


590 


28 




'Rogers 


5400 


3.240 


56 




Seminole 


10.700 


3.910 


37 




'Sequoyah 


5.000 


830 


17 




Stephens 


11400 


3.900 


34 




'Tillman 


5.000 


1.480 


30 




Tulsa 


68.100 


65.670 


75 




'Wagoner 


4400 


1490 


44 




Washington 


11.000 


5.050 


46 




'Washita 


4.900 


1.720 


35 




'Woods 


4.700 


720 


15 




'Woodward 


4.100 


570 


14 




TV eounl/ei 


668,800 


311,560 


47% 


4,690 1% 


other counties 


23400 


480 


2% 


480 2% 


total 


692400 


3/2.040 


<o% 


5,170 1% 



0REQ0M 

TV eonnties laid families TV families L HF families 

Clackamas 30.600 8.400 27% 8.400 27% 

'Clatsop 11.600 1490 14 * * 

'Columbia 7400 1450 14 « * 




CAN BE 




IN YOUR TV MARKET ! 



PREMIERE A 

NEW MOTION 
PICTURE EVERY 
WEEK 



HERE IS SHOWMANSHIP 

that proves leadership — builds 
prestige — affords on Islanding 
opportunity for promotion. In 
Vitapix Feature Theatre yon 
have the first, the only feature- 
length motion pictures ever 
produced for TV. You run I hem 
before theatres anywhere. 

AVAILABLE FOR APRIL 1st 
RELEASE — Among leading 
stars are Jeffrey Lynn, Lee 
Bowman, Akim Taniiroff . . . 
scripts by top writers . . . pro- 
duced bv Burt Balaban and 
Princess Pictures, Inc. 

MOTION PICTURES MADE 

FOR TV— Hollywood said it 
couldn't be done — but Vitapix 
did it. Reviews proved Vitapix 
was right. Only Vitapix — a 
company owned by 40 leading 
United States television sta- 
tions — could deliver a series 
with all the drama, entertain- 
ment, promotion and SALES 
value contained in — 
VITAPIX FEATURE THEATRE 

Write, wire or phone collect TODAY! 




YOUR VIEWERS SEE THEM EVEN BEFORE THEATRE AUDIENCES! 



VITAPIX 



The STATlOX.Oir.XED 
1'roducers and Distributors of Tl Films 
VITAPIX CORPORATION! 
Now York: 509 Madison Ave., PLoxo 1-3013 

Chicago: 30 N. La Sail* 51., AN 3-2950 
Los Angeles: 8949 Sunset Blvd., CR 1-7191 
New Orleans: 3190 De Saix Blvd., Volley 1137 



For a year at 
the top in 
San Francisco 
daytime TV 
(currently with 
the lead in 21 
out of 26 daily 
quarter hours 




with all 3 stations 
on the air)- 





NOW. 

KPIX has 
8 out off 
the Top 15 

ightime 
Shows 





(FEBRUARY 1954, TELEPULSE) 




CHANNEL 



S AN FRANC ISCO 



affiliated with CBS and DuMonl Networks . . . represented by the Xoti Agency 



68 



SPONSOR 



Jackson 


22,500 


5,470 


24 






Marion 


32,900 


12,670 


39 


12,120 


37 


Multnomah 


175,300 


83,330 


48 


79,790 


46 


■Tillamook 


6,600 


1,120 


17 


730 


11 


Washington 


22,600 


9,650 


43 


8350 


39 


lYamhill 


11.200 


1.910 


17 


1,140 


11 


TV counties 




125 190 


IOC* 


111 ,480 


35% 


other counties 


225.70J 


7,130 


37o 


3,690 


2% 


total 


546 500 


132320 


247c 


115,170 


217c 


PENNSYLVANIA 










TV counties 


total families 


TV families 


UHF families 


Adams 


12,800 


5,610 


44% 


410 


• 


Allegheny 


449,600 


391,600 


87 


49,890 


117o 


Armstrong 


2.1,201) 


16,060 


69 






Beaver 


51.200 


43,050 


84 


• 


• 


Bedford 


11,300 


8,540 


76 






Berks 


77,500 


57 580 


74 


9,260 


1 9 


Blair 


41.100 


26,650 


65 






Bradford 


15,500 


8,260 


S3 




• 


Bucks 


48 500 


43,520 


90% 






Butler 


28 500 


21,5?0 


76 






Cambria 


S6.100 


42,660 


76 






"•Cameron 


1.900 


720 


38 


« 




"•Carbon 


16.100 


9,930 


62 




• 


r f n! [ C 


17 100 


10.040 


59 






v*nest er 


41 200 


42,290 


96 






Clarion 


10,700 


7,050 


66 






Clearfield 


23.900 


14,230 


60 






■•Clinton 


10,700 


4,110 


38 


• 


• 


V^UIUIIIUIS 


If, 200 


4,850 


30 


3350 


24#> 


Craw f o rd 


24 200 


6.660 


28 






Cumberland 


29,901) 


1 1,290 


38 




6,580 


22 


Dauphin 


61300 


33,310 


54 


23.030 


38 


Delaware 


130,100 


112,680 


87 






1 Elk 


9,600 


2,000 


21 








68,100 


62,490 


92 






Fay rite 


52,100 


39,540 


76 




- — - 


tForest 


1,200 


250 


21 






Franklin 


22,400 


11,200 


50 


2,540 


11 


1 Full on 


2,900 


i,no 


39 








12,500 


5,340 


43 






Huntingdon 


11,400 


4,460 


39 






Indiana- 


21,200 


10,010 


47 






Jefferson 


14,200 


8,180 


58 






'''Juniata 


4,400 


700 


16 




• 


Lackawanna 


72,200 


49,560 


69 


40,820 


57 


Lancaster 


69,800 


50,090 


72 






Lawrence 


31,300 


20,490 


65 


4,740 


15 


Lebanon 


26.300 


17,630 


67 


6,090 


23 


Lehigh 


59.400 


47,940 


81 


• 


• 


Luzerne 


107.400 


53,550 


50 


45,100 


42 


Lycoming 


31.600 


5,630 


18 






McKean 


17.200 


8.190 


48 






Mercer 


33.000 


18,310 


55 


5,650 


17 


Mifflin 


12.700 


5,110 


40 






1 Monroe 


10,400 


6,450 


62 


» 


k 


Montgomery 


104.600 


92,040 


88 






+Monlour 


3.700 


1,110 


30 


890 


24 


Northampton 


54.400 


38,430 


71 




• 


Northumberland 33,700 


8.050 


24 


3340 




tPerry 


7.300 


1 200 


16 




• 


Philadelphia 


627,100 


543,100 


87 






Tike 


3.100 


960 


31 


• 


• 


"•"Poller 


4.900 


1.720 


35 






Schuylkill 


56.200 


37.000 


66 


13.640 


24 


*Snyder 


6,400 


830 


13 


• 


• 


Son.eriet 


22.500 


11.630 


52 






TSullivan 


1.600 


480 


30 


380 


24 


"^u.-quehanna 


9.000 


5,190 


58 


1,450 


16 


"Tioga 


10.700 


3.740 


35 






tUnion 


6,000 


780 


13 


9 


-* 


Venango 


18.800 


7,740 


41 






Warm) 


12.200 


4.240 


35 






Wa>hington 


60.300 


48,090 


80 


'• 




t Wayne 


8,100 


2,550 


ii7c 






Weslmorelan 


d 90,000 


69,110 


77 


• 


* 


^Wyoming 


4,900 


2,790 


57 


780 


167o 


York 


63,800 


45.390 


7.1 


14,180 


22 


TV countiet 


3,102,200 


2,276,640 


73% 257,860 


8% 


total 


3,102200 


2276,640 


~37o 


257,860 


8% 


RHODE ISLAND 










TV counties 


totol families 


TV fomilies 


L'HF fomilies 


Bristol 


8,700 


8,540 


987o 






Kent 


25,900 


21,350 


82 






Newport 


17,300 


13,910 


80 






Providence 


177,300 


164,030 


93 






Washington 


14,600 


9,890 


68 






TV countiet 


243,800 


217,720 


89% 






totol 


243,800 


217,720 


897c 







SOUTH CAROLINA 



TV counties 


total families 


71' fomiliei 


l.HF fiimhet 


♦Abbeville 


5.700 


1,430 


25% 






Aiken 


19,200 


2,350 


12 






Anderson 


2J.200 


■1300 


20 


3.720 




tlleau fort 


6.600 


1.210 


18 




^ llorkrlry 


6,900 


2.550 


37 


* 


• 


"•Calhoun 


3,400 


650 


19 


370. 


1 1 


Charleston 


47,600 


24,760 


52 






•Cherokee 


8,700 


5,690 


65 






^Chester 


8,200 


4.670 


57 






VjIIcSICI Mi ld 


8 300 


2,880 


35 






1 Clarendon 


6,700 


1 010 


Jo 


m 


— 


^Colleton 


7.300 


1,790 


25 




* 


Darlington 


12,300 


3,310 


27 






•Dillon 


6300 


1,700 


25 






1 Dorchester 


5 700 


1.370 


24 


* 


• 


•EdgefirLd 


3,800 


1 220 


32 






♦Fairfield 


4,900 


2.790 


57 






Florence 


20.100 


9.560 


48 






"•Georgetown 


7300 


2390 


3? 


* 


* 


I ■ rMnvi lit* 


49,200 


19,880 


40 


12.330 


25 


T Gli:i-|IWOOd 


11.200 


2,8-10 


25 






♦Hampton 


4.500 


860 


19 






tj as per 


2,700 


510 


19 






"•Kershaw 


7,700 


3,480 


45 






1 Lancaster 


9.200 


5,150 


56 






Laurens 


1 1,800 


3360 


28 


• 


* 


1 Lee 


4,800 


2.210 


46 


• 


* 


Lexington 


12,200 


4,760 


39 


3.000 


2% 


♦McCormick 


2,100 




25 






"♦Marion 


7,900 


2,000 


25 






"♦Marlboro 


7,500 


2,630 


Sj/c 






"•Newberry 


8,500 


2,760 


32 




• 


"•Oconee 


9,600 


1340 


16 


1^40 


14% 


"•Orangeburg 


16,400 


3,080 


19 


1330 


11 


♦Pickens 


10 400 


1,680 


16 


1,450 


14 


Richland 


41,700 


14.370 


34 


11,500 


28 


+C«1 M An 


33OO 


1,220 


32 






Spartanburg 


40,600 


22,550 


56 


• 




Sumter 


14,300 


3.370 


24 




• 


"•■Union 


7,700 


5,080 


66 






"•Williamsburg 


9,300 


1320 


14 


• 


• 


York 


18,600 


10,620 


57 






TV countiet 


525,900 


192,430 


37% 


44,780 


9% 


other counties 


28.700 


1,980 


7% 






total 


5W.690 


104.410 


357c 


44.780 


8% 


SOUTH DAKOTA 










TV counties 


totol fomilies 


TV families 


I'HF families 


+Bon Homme 


2.800 


500 


18% 






"t Brookings 


5.200 


760 


15 






"♦Clay 


3.300 


1.420 


43 






"♦Hutchinson 


3.300 


590 


18 






"♦Kingshury 


2.900 


460 


16 







'Lake 


3.300 


530 


16 


'Lincoln 


3300 


1.640 


43 


Minnehaha 


23,100 


4,270 


18 


' Moody 


2.600 


420 


16 


'Turner 


3.700 


1.590 


43 


1 Union 


3.300 


1.420 


43 


'Yankton 


4.300 


810 


19 


TV counties 


61.600 


14.410 


23% 


other counties 


127.400 


3.480 


3% 


total 


180.000 


17J890 


9?o 



TENNESSEE 



TV counties total families 



TV fahtilies I'HF fomilies 



Anderson 


16,200 


5.970 


37% 


2,930 


18% 


1 Bed ford 


6,900 


3310 


48 






'Benton 


3,200 


450 


11 






tBIedsoe 


1,600 


320 


20 






Blount 


15,200 


4,200 


28 


1,680 


u 


tBradley 


8.900 


1,030 


12 






'Campbell 


8,400 


890 


11 




a 


1 Cannon 


2^00 


1,100 


48 






'Carroll 


7,700 


1,090 


14 






'Carter 


11.100 


3,030 


27 






'Cheatham 


2,200 


1.250 


57 






'Chester 


2,900 


810 


28 






^Claiborne 


5.700 


830 


15 






tClay 


2,100 


800 


38% 






♦Coffee 


7^00 


3330 


48 






'Crockett 


4.400 


1,670 


38 






'Cumberland 


4.700 


750 


16 






Davidson 


99,400 


76,730 


80 






'Decalur 


2,500 


280 


11 






'De Kalb 


2,600 


990 


38 






'Dickson 


530 


3.020 


57 






'Dyer 


9.400 


3,560 


38 






'Fayette 


6.100 


2.140 


35 






'Fentress 


3,400 


510 


IS 






'Franklin 


6,400 


830 


13 







'•ihton 

<(.,\r, 

'(inincT 

1 Grrrnr 

'(irundy 

Hamilton 
* II jncorl 
'lljr<lr>man 
'Hardin 
'II jwlins 

1 Haywood 
1 Henderson 
'Henry 
Mliclman 
' Houston 



' I lumphrcy* 
'Jai L*on 
'Johnson 
Knox 
'Lake 



1 l.auilerdjle 
' I a v. rence 

I Lewis 

I I .inroln 
'London 



'McMinn 
'McNairy 
f Macon 
Madison 
'Marion 



II 100 
7. 1 uo 
3.0(0 

lO'Uft 

3.000 



2.7*0 19 

920 11 

4 JO lk 

1380 11 

1.080 V. 



62.5O0 
2.100 
5.200 
4.100 
l.f'l 

6300 
4,7)0 
7.000 
3,300 
1.100 



11,190 18 

290 II 

2.650 51 

1.200 28 

910 12 



3.210 51 

540 12 

1.470 21 

1.490 45 

520 47 



3.000 
2300 
2300 
6'i.600 
3.000 



6.700 
7, tOU 
1300 
6300 
6300 



1.410 47 

1.0/j0 38 

760 27 

16380 26 

750 25 

3.400 51 

1,010 14 

680 45 

820 12 

1.450 23 



12850 20% 



8,600 
5,100 
3.700 
17300 
5.100 



1,030 12 

1,460 28 

1.430 39 

5390 32 

1810 36 



'Mar-lull 


5.200 


2.760 


51 








1 1 ,500 


5,1 10 


45 






'Meigs 


1300 


260 


20 






' Monroe 


5300 


1330 


23 




• 


1 Montgomery 


11,700 


5,410 


46 






'Moore 


13C0 


160 


13 






'Morgan 


3300 


500 


15 






'Obion 


8,600 


2.110 


25 






'Overton 


1.200 


630 


15 






'Perry 


1.400 


150 


11 






'Pickett 


900 


110 


15 






'Polk 


3,300 


400 


12 






' Putnam 


8,200 


3,030 


37 






'Rhea 


4,100 


800 


20% 






'Roane 


8,500 


1,960 


23 


* 




'Robertson 


7300 


4.110 


56 






Rutherford 


11,300 


7,770 


69 






T Scolt 


4.100 


410 


10 






'Sequatchie 


1300 


260 


20 






Shelby 


148,000 


115,100 


78 






'Smith 


3.600 


1370 


38 






'Stewart 


2.100 


990 


47 






Sullivan 


27,500 


9320 


31 






'Sumner 


9300 


5350 


60 






'Tipton 


7,700 


2.660 


35 






'Trousdale . 


1.600 


610 


38 






' Unicoi 


4.000 


680 


17 






'Union 


1.800 


250 


14 


■ 




'Van Buren 


800 


160 


20 






'Warren 


63C0 


2300 


35 






'Washington 


15800 


2.650 


17 






'Wayne 


3,400 


370 


11 






'Weakley 


8.200 


1.740 


21 






'White 


4.200 


1.600 


38 






''Williamson 


6.200 


3.280 


53 






'W ilson 


7.600 


4.560 


60 






TV countiet 


892,800 


379.220 


42% 


19.320 


2% 


other counties 


23.100 


1.970 


9% 






total 


915.900 


381.190 


427c 


I9J20 


27c 



TEXAS 



TV tounties 


total families 


TV fomil ei IHF families 


'Anderson 


9,000 


1.420 


167° 


Angelina 


11.100 


2340 


23 


'Aran«as 


1.200 


250 


21 


'Archer 


1300 


380 


21 


'Armstrong 


500 


80 


16 


'Atascosa 


4.900 


2.590 


53 


'Austin 


4300 


1350 


30 


'Bailey 


2.200 


1.080 


49 


'Bandera 


1.100 


670 


61 


'Bast rop 


5,400 


1340 


29 


'Baylor 


2.200 


460 


21 


'Bee 


5,000 


2.150 


43 


Bell 


23,000 


7320 


32 


Bexar 


142.200 


104330 


74 


'Blanco 


I3OO 


340 


26 


'Borden 


200 


40 


18 


'Bosque 


3.400 


680 


20 


Bowie 


20.000 


1.980 


10 


Brazoria 


15.700 


8.-80 


56 


Brazos 


11.200 


2.120 


19 


'Brewster 


1.900 


280 


15 


'Briscoe 


900 


140 


16 


'Brooks 


2,700 


S10 


19 




of our fundamental 
its to life, liberty and 
pursuit of happiness. 



1AIITU 

(WW i ■ n 

\ 




THE INSPIRED NEW SERIES THAT OUTSHINES 
THEM ALL FOR DRAMA, ACTION, REALISM! 



Every action scene is authentic, 
staged in real honest-to-goodness 
locations . • . inside a real crime lab- 
oratory, a real detective bureau, a 
real communications center, a real 
interrogation room, a real court- 
room, even real fire ruins when the 
script demands. 



With Mr. D. A. you get superior en- 
tertainment . . . superior selling 
power. Every attention -arresting 
half-hour holds five golden oppor- 
tunities for sponsor salesmanship. 
Already winning sales for adver- 
tisers in over 50 markets, Mr. D. A. 
is truly a dramatic selling force! 






LLIIM 

3 mm 

ii r 



POWER! 



z ! n '"'""'•""■So*, 




Set 




V 



Dor let-on 


3.400 


950 


28% 






*w*ia well 


5 000 


1 400 


28 






'Calhoun 


3.000 


630 


21 




- - 


'Callahan 


2,700 


430 


16 






'Cameron 


36,000 


9,560 


27 






'Camp 


2.600 


650 


2S 






'Carbon 


1300 


290 


10 






'Ca»s 


6300 


1.760 


26 




— . — 


'Cattro 


1.600 


260 


16 






* Chamber* 


2400 


1430 


58 






Cherokee 


10200 


1210 


12 






*l-»I1I IUICS9 


3 700 


590 


16 






•Clay 


3.000 


1390 


S3 






♦Coehran 


1.700- 


830 


49 






•Coke 


1200 


200 


17 






Coleman 


4,400 


750 


17 






'Collin 


12 600 


5 130 


41 






♦Collingsworth 


2,400 


380 


16 






'Colorado 


5,300 


1.700 


32 






'Comil 


52oo 


M90 


27 






'Concho 


1.400 


220 


16 






'Cooir 


6 500 


3 480 


54 






♦Cottle 


1300 


300 


20 






♦Crosby 


2.700 


1,110 


41 






'Culberson 


500 


70 


14 






'Dallam 


2,400 


1,340 


56 






Dalian 


222 600 


161280 


72 






♦DeafSmith 


3,100 


530 


17 






♦Delia 


2,200 


350 


16 






'Denlon 


12,000 


6,080 


51 






♦De Wilt 


6.700 


2.010 


30 






♦Dickens 


1300 


360 


20 






♦Dimmil 


2,400 


770 


32 






♦Donley 


1,600 


260 


16 






♦Duval 


3400 


1,020 


31 






t Eastland 


7,500 


1,190 


16 






Ellis 


13 500 


6450 


47 






El Paso 


56.100 


39.380 


70 






♦Erath 


5,700 


1,110 


19 






♦Falls 


7,100 


1,420 


20 






iFayette 


7,000 


2240 


32 






♦Fisher 




590 


21 






♦Floyd 


3200 


1410 


41 






♦Foard 


1.000 


200 


20 






♦Fort Bend 


7300 


2,350 


30 






♦Franklin 


1.600 


220 


14 






♦Frio 


2,700 


1 430 


S3 






Galveston 


38,000 


15,900 


42 






♦Garza 


1300 


320 


18 






♦Gillespie 


3400 


530 


16 






♦Colied 


1400 


270 


21 






♦Gonzales 


S400 


1,640 


31 






♦Oray 


7,900 


1,640 


21 






Grayson 


22,400 


6,010 


27 






Gregg 


19.100 


5420 


28 


3,710 


19% 


♦Grimes 


4,000 


1,760 


44% 






•Guada] upe 


7,100 


2,680 


38 






'Hale 


9400 


3.790 


41 






♦Hall 


3,000 


480 


16 






♦Hamilton 


3,300 


660 


20 






'Hansford 


1200 


670 


56 






♦ Hardeman 


3^00 


680 


21 






♦ Hardin 


6,000 


1230 


21 






Harris 


290,600 


201260 


69 






Harrison 


'13,000 


1,790 


14 






♦Hartley 


400 


220 


56 






♦Haskell 


3 900 


640 


16 






♦Hays 


4,700 


1220 


26 






♦Hemphill 


1400 


260 


20 






♦Henderson 


6200 


930 


IS 






Hidalgo 


43,700 


13,370 


31 






'Hill 


9200 


4.780 


52 






♦Hockley 


6,700 


3250 


49 






♦Hood 


1.400 


670 


48 






•Hopkin- 


6,700 


lj070 


16 






'Howard 


8200 


1.180 


18 






' Hudspeth 


1,100 


150 


1 J 






Hunt 


12,700 


8.580 


68 






♦Hutchinson 


11.100 


6.140 


ss 






•Jack 


2400 


1220 


S3 






•Jackson 


3300 


1.410 


37 






— ^£l r 


5,500 


1,100 


20 






♦Jeff Davis 


500 


70 


14 






Jefferson 


64,000 


25330 


40 






'Jim Hogg 


1200 


120 


10 






•Jim Wells 


7,700 


1.4S0 


19 






' JohnMjn 


10 **00 


5470 


S3 






♦Jones 


6300 


1.450 


21 






'Karnr* 


4.100 


1320 


37 






'Kaufman 


7.900 


3310 


44 






**KenHall 


1.700 


1,040 


61 






' Kenedy 


100 


20 


19 






•Kent 


400 


70 


18 






'Kerr 


4.500 


690 


15' 






•Kimble 


1.100 


180 


16 






SKing 


200 


40 


20 






•Kinney 


400 


70 


18 






•Kleberg 


6.900 


1410 


19 






•Knox 


2300 


560 


20 







'Lamb 


6,000 


2,9 10 


49 






'La Salle 


1,900 


610 


32 








6.200 


1.920 


31 






•Lee 


2300 


780 


28 






♦Liberty 


8,000 


4,640 


58 




* 


•Li meiton* 


6.700 


1340 


20 






♦Lipscomb 


1,100 


220 


20 






1 Live UIK 


2,100 


670 


32 






Lubbock 


37300 


21,040 


56 






•Lynn 


3,000 


540 


18 






♦McCulloch 


3.400 


540 


16 






McLennan 


4 1 ,200 


10,530 


26% 


6.730 


16% 


♦Mc.Mullen 


500 


160 


32 






♦Madison 


2,000 


880 


44 






♦Marion 


2,600 


650 


25 


SS 




♦ Mason 


1300 


240 


16 






♦Matagorda 


6,500 


2,410 


37 






♦Maverick • 


2,900 


520 


18 







♦Medina 


4,700 


2330 


60 






♦Menard 


1,000 


160 


16 






♦ Milam 


6300 


680 


11 






♦Mitchell 


4300 


770 


18 






' Montague 


5,000 


2.650 


53 






♦Montgomery 


7,500 


4.120 


55 






•Moore 


5,800 


3.250 


56 






♦Morris 


2,700 


680 


25 






♦Motley 


1,000 


200 


20 






♦.Nacogdoches 


8.100 


930 


11 






Navarro 


1 1,400 


4,070 


36 






♦ Newton 


2,700 


cm 


20 






•Nolan 


6300 


1320 


21 






N ueces 


54300 


8,790 


16 






♦Ochiltree 


2,100 


420 


20 






♦Oldham 


400 


60 


16 







Orange 


14,400 


6,180 


43 






♦I'alo Pinto 


6,000 


2380 


48 






•Parker 


7,300 


3370 


49 








1300 


290 


16 






•Polk 


4,200 


1,930 


46 






♦Potter 


25,900 


15,930 


62 






♦Presidio 


1.500 


210 


14 






♦Rains 


900 


140 


16 






•Randall 


5,400 


3350 


62 






•Real 


700 


130 


18 






♦Red River 


5,900 


860 


15 






•Refugio 


2300 


590 


21 






♦Roberts 


300 


60 


20 






♦Robertson 


5,100 


510 


10 






♦Rockwall 


1,500 


620 


41 






♦Runnels 


4,900 


830 


17 






♦Sabine 


2,100 


230 


11 






♦San Augustine 


2,000 


220 


11 






♦San Jacinto 


1,600 


740 


46 






♦San Patricio 


9.500 


4,020 


42 






• Scurry 


8,700 


1,460 


17 






♦ Shackelford 


1,200 


190 


16 






•Sherman 


600 


340 


56 






Smith 


22,600 


3360 


17 


i 


8 


♦Somervell 


800 


160 


20 






♦Starr 


3,000 


300 


10 






•Stephens 


3,400 


510 


15 






•Stonewall 


800 


170 


21 






♦Swisher 


2 500 


400 


16 






Tarrant 


1 38.400 


96340 


70 






Taylor 


20.900 


8.780 


42 






• Throckmorton 


800 


130 


16 






♦Titus 


5.100 


710 


14% 






Inm l.ra*a*n 
11*111 \^ICs7lt 


20 100 


6 170 


•3 1 






Travis 


47.900 


17,000 


35 






•Trinity 


2,700 


1.240 


46 






♦T)ler 


3.100 


620 


20 






♦Upshur 


5.400 


1350 


25 






♦Uvalde 


4.700 


870 


19 






♦ V *7 J. 

♦van £andt 


6300 


2340 


45 







♦Victoria 


9,600 


1,960 


20 






♦Walker 


4,900 


2.240 


46 






♦Waller 


3,200 


1.760 


SS 








5 700 


2 480 


44 






'Webb 


13.600 


1360 


10 






'Wharton 


10.100 


3.650 


36 






'Wheeler 


2.800 


560 


20 






Wichita 


31,700 


17320 


56 






ii us i gcr 


6 100 




21 






'Willacy 


5,900 


1330 


26 






Williamson 


11,200 


3.960 


35 






'Wilson 




1330 


37 






'Wise 


4.700 


2,400 


51 






'Wood 


6.100 


980 


16 






'Young 


5.000 


750- 


IS 








1.000 


100 


10 






'Zavala 


2.600 


470 


18 






TV counties 


2.252.100 


1,059,980 


47% 


42,970 


* iO 


other counties 


160.700 


8,540 




780 


LT 


total 


2.4 12 jm 


IJD68J20 




4.1,7 $0 




UTAH 












Tl' count es total famdtfi 


TV families 


I HFfa 


•nilies 


Bo* Elder 


5,400 


3.630 


67% 







♦Cache 


9400 


3.490 


38 




D*vi» 


10300 


6.620 


63 




'Juab 


1.400 


340 


24 




'Millard 


2,400 


580 


24 




'Morgan 


600 


230 


38 




'Rich 


500 


190 


38 




Salt Lake 


87,700 


66,110 


75 




'San pele 


3300. 


890 


23 




'Sevier 


3400 


790 


24 




Tooele 


5.400 


3,150 


58 




Ulan 




15 930 


68 




Weber 


27.600 


17300 


64 




TV count ie* 


181,400 


119.7S0 


66% 




other counties 


26200 


S70 


2% 




total 


207 /M 


I20J20 


58% 





VERMONT 










TV eounllet total famdtft 


TV familttl 


K, if f flUIUlKl 


'Add. ton 


5200 


1250 


247„ 




''Bennington 


7300 


3330 


51 




'Caledonia 


7200 


840 


12% 




Chittenden 


17,400 


5,120 


29 




* Essex 


1300 


220 


12 




'Franklin 


8.400 


1310 


22 




'Grand Isle 


800 


170 


21 




'Lamoille 


3.100 


650 


21 




'Orleans 


5300 


700 


12 




'Rutland 


13,400 


6310 


51 




'Washington 


12,100 


2,960 


24 




TV counties 


82,700 


24.360 


29% 




other counties 


25300 


1370 


6% 




total 


1 08300 


25,930 


24% 





VIRGINIA 










TV counties total families 


TV pmiliti 


L lit jamuul 


'Accomack 


10200 


3440 


33% 




"^A lbemarle 


13,700 


3,720 


27 




' Al leghany 


7,700 


3,060 


40 




'Amelia 


1300 


590 


39 




+ Amherst 


4400 


1.640 


38 




'Appomattox 


1.900 


720 


38 


: , 


Arlington 


69300 


66,730 


96 




Augusta 


17300 


4,650 


27 




'Bath 


.1,400 


350 


25 




'Bedford 


7400 


2230 


31 




'Bland 


1,400 


360 


26 


_ , 


* Botetourt 


3,900 


1360 


40 




'Brunswiek 


4,400 


1,410 


32 




IsUlllMlldll 


8,000 


1,650 


21 




♦Buckingham 


2.700 


1240 


46 




Campbell 


21.100 


10330 


51 


— ~ 


•Caroline 


2,700 


1.490 


SS 




♦Carroll 


6300 


1220 


18 




♦Charles Gty 


900 


S20 


58 




♦Charlotte 


3200 


1220 


38 




Chesterfield 


13.600 


9.030 


66 




•Clarke 


i300 


830 


46 




♦Craig 


700 


280 


40 




'Culpeper 


3400 


1,950 


S9 




♦Cumberland 


1300 


690 


46 




♦Dickenson 


5.000 


1.000 


20 




Dinwiddie 


13.700 


7.400 


54 




'Essex 


1400 


720 


Si 




Fairfax 


32,100 


29,160 


91 




•Fauquier 


5.400 


3.140 


58 




• Floyd 


2.700 


490 


18 




•Fluvanna 


1.700 


780 


46 




• Franklin 


5.600 


1.680 


30 




♦Frederick 


9400 


4420 


46 




•Giles 


5.000 


2,650 


S3 




•Gloucester 


3,100 


1340 


S9 


340 11% 


•Goochland 


1.700 


660 


39 




•Grayson 


5.500 


1.430 


26% 




•Greene 


1.100 


300 


27 




♦Greensville 


3,900 


1250 


32 




•Halifax 


9.600 


3,700 


39 




•Hanover 


5.700 


3.120 


SS 




Henrico 


87.000 


65.970 


76 




Henry 


12.900 


6,100 


47 




• Highland 


700 


180 


25 




•Isle of Wight 


3,700 


1.700 


46 




♦James City 


2300 


1.670 


60 


310 11% 


•King & Queen 


1.400 


770 


SS 




•King George 


1300 


1.080 


60 




•King William 


1.900 


1.050 


SS 




•Lancaster 


2400 


760 


33 




'Lee 


8.000 


1.070 


13 




•Loudoun 


S200 


3.170 


61 




•Louisa 


3.100 


1220 


39 




•Lunenburg 


3300 


1.120 


32 




'Madison 


2,100 


590 


28 




'Mathews 


1.700 


1/120 


60 


190 11 


'Mecklenburg 


8.100 


2.660 


33 




'Middlesex 


1.900 


1.140 


60 


,210 11 


•Montgomery 


10.400 


5350 


S3 






V 



* Nan *emond 


10.000 


4.660 


47 


'• 


• 


'Nelson 


3.200 


1.220 


38 






'New Kent 


.1.000 


550 


55 






Norfolk 


129.800 


9-1.910 


73 


25 410 


20 


■ (Von li amp ton 


4.700 


1300 


0£ 






(Northumberland 


2*00 


850 


33 






*! Nottoway 


4, W0 


2,060 


47 






* Orange 


3.200 


660 


27 






1 l*agc 


4,000 


1,120 


28 






tPilrirk 


3*00 


650 


18 






l*itt»ylvania 


26,500 


10.910 


41 






Powhatan 


1^(10 


470 


39 






tpfinee hdward 


3.9U0 


1.790 


46 






* Prince George 


7.000 


4.050 


58 






Princess Anne 


12300 


8.160 


M 


2,610 


20 


*r*rince William 


5300 


3.260 


62 






iPuUski 


7,500 


3,980 


S3 






^Rappahannock 


1300 


770 


S9 






* Kiclimond 


1,100 


780 


60 






Roanoke 


39.000 


21.500 


ss 






'Kotkbridge 


7.200 


1.760 


24 






Rockingham 


12300 


3380 


27 








6,100 


1,220 


20 








6.600 


860 


13 






Shenandoah 


S.700 


1,580 


28 






•Sniylh 


7.100 


1,140 


16 






1 Southampton 


6.300 


2,900 


46 


• 




Spotsylvania 


6.400 


3300 


59 






1 St a fiord 


3.200 


1.920 


60 






1 Surry 


1,500 


900 


60 


170 


11 


*Sus»ex 


2,800 


1,620 


53 






1 'Taxe well 


11,400 


I 780 


16 






'Warren 


4,400 


2.020 


•46% 






Warwick, Newp't 


4S.200 


30,160 


67 


13.910 


317. 


Washington 


13.200 


1 340 


10 






'Westmoreland 


2.800 


1,680 


60 






Wise 


13.S00 


3.370 


2S 






'Wythe 


S.700 


1.430 


25 






'York 


3300 


1.910 


59 


290 


11 


TV counties 919.100 


510,970 


S6% 


43,900 


S% 


l<xol 


919.100 


SI0.970 


567« 


43&0 


57« 


WASHINGTON 












TV counties total families 


7T families 


UI1F families 


'Adams 


2300 


370 


167. 






'Asotin 


3.800 


800 


21 






'Clallam 


8.900 


4.S70 


5) 






Clark 


31,500 


16,060 


SI 


14,530 


467c 


'Columbia 


1.400 


290 


21 






Cowlitz 


18.000 


S.060 


28 


3,610 


20 


'Ferry 


900 


290 


32 






'Franklin 


5300 


850 


16 






'Garfield 


900 


190 


21 






'Grant 


8.4O0 


1330 


16 






'Grays Harbor 


17.500 


2.880 


16 






'Island 


4.100 


3.030 


74 






'Jefferson 


3,700 


1.920 


52 






King 


266^00 


164.660 


62 






'Kilsap 


28,500 


21.170 


74 






Lewis 


11.300 


2.090 


15 






'Lincoln 


3300 


1.060 


32 






'Mason 


5,200 


3,070 


59 






'Pacific 


S.70O 


910 


16 






'Pend Oreille 


2300 


740 


32 






Pierce 


92300 


56,050 


6! 






'San Juan 


1.200 


420 


35 






'Skagit 


13.900 


4.930 


as 






Snohomish 


39.200 


27.620 


70 







Spokane 


78*00 


37390 


48 






'Stevens 


5.500 


1.770 


32 






'Thuruton 


15.700 


9.270 


59 






'Wahkiakum 


9O0 


140 


16 






Whatcom 


22.400 


3.910 


17 






t Whitman 


9.400 


2,000 


2) 






Yakima 


45.100 


10.010 


22 


9.110 


20 


TV counties 


756.400 


384,850 


sT% 


27,250 


4% 


othet counties 


72.100 


2.210 


3% 


-1J0SO 


1% 


total 


81B.SW 


J87.069 


477. 


283<W 


3% 



WEST VIRGINIA 



TV counties 


totol fiinutirs 


71' families 


VHF families 


' Harbour 


s.ioo 


770 


157. 




'llerkcley 


8.700 


•4.670 


54 




' Boone 


7.900 


2.770 


35% 


950 127. 


'Braxton 


4.200 


800 


19 


'ilrooke 


7.400 


5.180 


70 




Cabell 


31.100 


27.290 


79 




'Calhoun 


2300 


640 


28 




'Clay 


3.500 


1.190 


34 




'Doddridge 


2.2O0 


420 


19 




Fayette 


20.200 


6.080 


30 




'Gilmer 


2.300 


410 


19 




'Grant* 


2300 


410 


18 




'Greenbrier 


9,900 


2.440 


25 




'Hampshire 


3,200 


580 


18 




'Hancock 


9.300 


6.430 


69 


• * 


'Hardy 


2.400 


430 


18 




Harrison 


21,100 


3.560 


IS 




'Jackson 


3.900 


1.090 


28 




'Jefferson 


4.600 


2.480 


54 




Kanawha 


68.200 


48.810 


72 


26,500 39 


'Lewis 


5.100 


910 


18 




'Lincoln 


5.000 


2,900 


S8 


600 12 


Logan 


18.500 


8.040 


43 




McDowell 


22300 


11.270 


49 




Marion 


20.700 


8.6 SO 


42 




Marshall 


9.800 


3.220 


33 




'Mason 


6.300 


3.670 


58 


800 12 


Mercer 


19,500 


7.580 


39 




'Mineral 


6.200 


1,120 


18 




Mingo 


1 1 .400 


6.050 


53 




Monongalia 


16,600 


7.480 


45 




'Monroe 


3,200 


770 


24 




♦Morgan 


2.400 


430 


18 




'Nicholas 


6.800 


2.350 


35 




Ohio 


21.200 


11.110 


53 


# » 


'Pendleton 


2.100 


380 


18 




'Pleasants 


1,700 


310 


20 




'Pocahontas 


3.000 


450 


15 




'Preston 


8,000 


2.090 


26 




' Putnam 


5.300 


3,070 


S8 


640 12 


Raleigh 


21,200 


6.130 


25 




'Randolph 


7.500- 


1.0B0 


li 




'Kilchic 


3,300 


660 


20 




'Roane 


4.200 


1.220 


29 




'Summers 


4.R00 


1,150 


24 




'Taylor 


4.900 


1,270 


26 




'Tucker 


2.600 


470 


18 




'Tyler 


2.900 


580 


20 




'Upshur 


5.100 


770 


IS 




Wayne 


8.600 


4.870 


57 




'Webster 


4.200 


1.430 


34 




'Wetzel 


5,200 


980 


19 




•Wirt 


1.200 


310 


28 




Wood 


20,100 


6.830 


3+ 


3,160 16 



'Wyoming 


9,100 


3.160 


3S 


1.020 


12 


TV counties 


S29.60O 


229,320 4 3 7. 35,990 


7% 


total 


529.660 


729220 


«% 


3S.990 


Ifo 


WISCONSIN 












71' counties total families 


TV families 


LHF families 


'Barron 


10,400 


3.460 


337. 






Brown 


28300 


17*80 


59 






'Buffalo 


4J00 


1300 


4.1 






'Burnett 


3.000 


930 


31 






^ \ % 1 1 1 m j»f 

v— 1 u iiici 


5.400 


2340 


47 






'Chippewa 


1I.7O0 


3,010 


26* 






'Columbia. 


10.600 


2310 


22 






Dane 


51.100 


20380 


41 


17.220 


34% 


Dodge 


17,100 


10310 


63 






* Door 


6,600 


1,610 


24 






Douglas 


14300 


3,400 


24 


3.180 


22 


"•Dunn 


7,900 


2.690 


34 






Eau Claire 


16.900 


5.160 


31 






r ond Uu Lac 


20300 


9.170 


45 


*• 




Grant 


12300 


1.910 


16 






'Green 


7,600 


1.1O0 


14 


* 




'Green Lake 


4.700 


1030 


22 






'Iowa 


S.700 


860 


IS 






Jefferson 


13,400 


7,290 


54 






Kenosha 


24.400 


19.680 


81 






'Kewaunee 


4300 


1.200 


25 






La Crosse 


20.700 


2.420 


12 






'Lafayette 


5300 


800 


IS 






7 Langlade 


6,100 


1,220 


20 






' M anitowoc 


20.400 


9.530 


47 






Marinette 


10.500 


1.960 


19 






'Marquette 


2300 


620 


22 






Milwaukee 


272300 


240,000 


88 


79300 


29 


^Oconto 


7,400 


1,480 


20 






Outagamie 


24300 


6,570 


27 






'Ozaukee 


7300 


6370 


90 


'950 


13 


'Pepin 


2,100 


860 


41 






'Pierce 


6300 


4.160 


66 






'Polk 


7,500 


4,950 


66 






' Portage 


9,400 


1.290 


14 






Kacine 


34,800 


25.210 


72 






Hock 


30.000 


7.770 


26 




w 


'Rusk 


4.600 


1.200 


26 






'St. Croix 


7300 


5.150 


66 






'Sawyer 


3.000 


930 


31 






'Sliawano 


9300 


1370 


19 






Sheboygan 


25JO0 


17.960 


71 






'Trempealeau 


6,900 


2340 


41 






Walworth 


11.000 


8380 


61 






'Washburn 


3300 


1.030 


31 






'Washington 


10.400 


9360 


90 


U20 


13 


Waukesha 


27.400 


20.980 


77 






Waupaca 


10.600 


2.900 


27 






'Waushara 


4300 


600 


14 






Winnebago 


28.600 


S370 


19 


2.960 


10 


TV counties 


903.100 


S12.IO0 


S77o 


108.940 


12% 


other counties 


139,900 


6.780 


5% 


160 


LT 


total 


ljytsjooo 


5/8380 


50% 


109.100 


10% 



WYOMING 

TV counties total families 



TV fomilies LHF families 



l-arjmic 

TV counties 
other counties 

-total 



1S.S00 

13.S00 
77.600 



5350 38% 



S.830 387. 
900 \% 



i\,tuo 



6,7 VI 



CKS TV set count was $75,000 checkup 
by A. '€. Nielsen Co. in I/. S. lust ittll 

The census of t\ homes, above is the first big count of 
television families since the FCC freeze was lifted two 
years ago. It is also the first national checkup, apart 
from e;-tiinate> b\ various research funis, of uhf set 
ownership throughout the cotintn. 

In making the >tudv. the 100,000-honie probability 
sample of the V. S. set up by A. C. \ielsen in 1932. for 
the Nielsen Coverage Sen ice report, vas used. 

Questionnaires were mailed to t lie entire sample. Then 
a follow-up mailing was sent a few days later. 



When the initial tabulations began last fall. .Nielsen 
made a special checkup in a random sample of the non- 
respondents. This represented a double-check in about one 
in every 10 families that didn't reply. 

In addition another checkup was made to determine 
the honest\ of the responses. Some people. CBS TV sus- 
pected, might say they owned a tv set even if they didn't. 
B\ means of phone checkups by Nielsen field men, CBS 
TV learned that 1.81 of the sample wasn't telling the 
full truth about tv ownership. 

Figures on total families in every L T . S. county were 
prepared for the stndv by Sales Management, which up- 
dated its previous figures. Family figures, therefore, are 
as of 1 November 19n3, not as of the last Census. 
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SPONSOR 




is the total income (and buying ability) 

of the million families who live and work in our 

industrial heart of America. They spend over 

two and a half billion dollars yearly for 

things they want (and can increasingly afford) ! 




is the reach of WSAZ-TV, the only television 
station serving this whole area of 114 counties 
in five different states — a vast coverage 
with 100 kilowatts of effective radiated power 
on Channel 3. 

and 

Handsome... 

is the word for WSAZ-TV's influence upon 
buying habits of TV families throughout its 
prosperous market.. .and handsome, too, 
are the results enjoyed by so many leading 
advertisers who have found how well it pays 
to place their messages on 




TEL EVISION 

Huntington-Charleston, West Virginia 

Channel 3-100,000 watts ERP-NBC-CBS-Du Mont-ABC 
Affiliated with Radio Station WSAZ. 

Lawrence H. Rogers. Vice President & General Manager, WSAZ, Inc. 
Represented nationally by The Katz Agency 




Marietta, Oljio is another of thfc lbs 
Canities within WSAZ-TV's *rea-site of T 

GdSdrich^Company's modern plastics plant. Koroseal 
polyvinyl materials, 41ms, coated textiles, upholstery, 
floor coverings and "Other Items originate here, produced 
by hundreds of skilled, weft jhu > triers. 



SMSIl- 



IP 

.1 .1.1 



mi rati ip if top 9 

Chart covers half-hour syndicated film pi 



Rank Put' 
•re rank 


Top /0 sfiows in J 0 or more mor/<efs 

Period 4-7 0 January 7 954 
TITLE. SYND1CAT0R. PRODUCER. SHOW TYPE 


Average 
rating 


7- STATION 
MARKETS 


4-STATI0N MARKETS 


S.-STATIO* M A Rill 






N.Y. LA. 


Boiton Chi. Mpl>. Seattlo St. L. Wash. 


Atlanta Bait. Buflalo > 


I 


1 


Ci<g f>c<<'<-fire, MCA, Revue Prod. (D) 


2:1.0 


3.9 / J .5 

v pi* k n x t 
r-rtdum lli:l)i)t)ii 


74.5 79.3 

10:00pm 10 l.'ipm 

79.5 70.8 27.8 20.3 47.3 72.8 

1 n ** t »■ 4. l.f . m * r 11 ..a, , it Irlrtf* f V %r Ci 1 tY U'l (it 1 - ? V 

10 30pm 2:OOpni it IMtpm s i)»tnn b .iOvrn 1« OOpqi 


70.3 47.8 f 

v in u r tv v hrn t\ 
11 :U0pm 10.30pm 


•J 


/ 


I'arorite Story, Ziv |D) 


22.0 


8.4 8.9 

wrtlii kttv 
0 ■.'ilium K:i>Opm 






Ctstit Kid, Ziv (W) 


20.11 


70.2 10.0 

\\ nlil kp<'a tv 
> iKinin " ;0«pm 


73.5 70.6 77.8 78.8 28.0 7 7.4 

\\Tiar tv wbkb Mi"i"*>*tv kiimo iv ks'l-lv vtnbw 
S SOtun 1 30pm S 00pm 7:Mtt|»» t :30pm «'« 3»tim 


3.8 76.5 39.8 2 

*\ a n ha] ■ t\ wl»rn- 1 V w< 
7 :'Mt|nn 7:*W*t»*ti 7 .00pm 6 


i 


'> 
j* 


f Led Three Lives, Ziv |D) 


20.7 

20. :i 

ltt.il 


JO. 4 4.5 

v* nlit k^'a- tv 
'O..IO11111 7 Oopm 


77.3 6.4 77.8 76.3 33.8 

unai-.tv wen-tv kstp-tv ktnl tv ksd-lv 
7:00pm 9:30pra 9 :30pm 7 :30pni lOljpra 


5.5 ; 

■il'v-a i 

!0 30HO1 (. 


5 


.1 


Foreign Intrigue, JWT. Shel. Reynolds (A) 


17.2 74.7 

wtiht kribli 
0:30pin lli:S(>rii 


20.0 73.0 20.8 27.3 77.5 76.0 

wbz-tv wbno, k> 1 1>- 1 v klnK*tv ksd-tv u-nbw 
10:30pm <i:30pm ;i:30nra ii :30pm 1 lOOpm J0:30pm 


J 

(■ 


6 


7 


Hit Carson, MCA, Revue Prod. (W) 


J 0.2 11.5 

unlit keratv 
11 :00pm 7 :30pm 


7 7.3 7 7.3 26.0 

unar-tv klnp-tv k*-d~tv 
6 :00pm fi :O0pm '.J .30pm 


74.0 72.0 

u Iw a wmar - tv 
'..00pm 6.0opm 


7 


» 


.Snperiiiun, MPTV, R. Maxwell (K) 


10.0 
17.0 


12.5 72.5 

ivnht ke<a iv 
i> '.01)11111 X :30pm 


76.8 72.4 9.0 23.8 28.5 7.6 

wnnr-tf «likti wwniv kl- k tv ksd-tv u-nbu 
6:30pm 5:U0pm 5:00pni iJOOpm S:30pra 7:00pm 


22.0 79.8 28.5 7 

utb-tv wbal-tv nbw-tv \\ 
7 :00pm 7 :00pm 7 OOpra >: 


8 


fj 


Boston Hlueliie, Ziv (M) 


4.9 7.2 

iitlii-tt kttv 
lO.oopm x-Sfjnm 


24.0 75.6 7 7.2 70.3 72.0 

unac tv wen-tv wno-tv kint tv vi-top tv 
10:30pm 9:30pm 10:45pm 10:30pm S30pm 


72.0 77.3 J 

tlw a ubal'tv 
S OOjim 10:30pm 1( 


9 


8 


flange Ititfers, CBS Film, Flying "A" (W) 


10.0 
15.2 


9.2 

ktnl tv 
7 Otfum 


3.0 9.3 7 7.8 

« jar- wcro'tr k«wno*tT 
ti ;30pra 5 :«*ipra 7 00pm 


70.3 

wsb tv 
6:00pm 


to 




llatlae 71-1, NBC Film (D) 


7.0 75.2 

wor-tv kitv 
9:ii»Pin T:3lipin 


72.5 7 7.6 20.0 75.6 

nnae-tT vvlikb kstp-iv «Ttbw 
2:oOpra 8:00pm 9 30pm 7 :00Dm 


7 7.5 74.3 

tvlw-a wbal-tv 
9:30pm 10:30pm 


Rank Past' 
in rank 


Top 10 shows in 4 to 9 markets 


i 


5 


Amos 'n' Andy, CBS Film (C) 


27.7 


11.4 14.5 

chstv kn\t 
2:(Kipm S :00pm 


72.5 37.0 

»bs- tr komci tv 
ll:0upm N :30pm 




•> 


1 


Orient Express, PSI-TV, Inc. (A) 


21. a 


14.0 4.5 

web* tv ktK-a-tv 
10:30pra 8:30pm 


27.8 

klnc tv 

* :30pm 




.** 


•» 


I1opultnnj Cassidy, NBC Film (W) 


10.0 
10.0 
I . 7 

ir,.o 


75.9 9.0 

wnht kttv 
ii:3nnm 7:onpm 


30.3 70.3 75.0 

weeo-tv komo-tv nTibw 1 
it :00pm 7:00pm 7:00pm 


75.5 

*sh tv 
■i.iiOpin 


-# 


-1 


fiene \ntry. CBS Film (W) 


72.5 

knxt 

5 :30|.m 

2.7 

kttv 

9:30pm 


70.7 70.8 

ubbm Iv wrro-tv 
5:30pm 5:00pm 


79.0 

wmar-tv 
.".OOpm 


•» 




C run- n Theatre, CBS Film (D) 


9.8 74.3 38.5 

wbkh komotv ksd-tv 
10:00pm i!:30pra 10:00pm 




6 


7 


Cowboy fi-Men, United Artists (W) 


4,9 

wabr-tv 
4 30pra 


77.8 27.8 

wrro-tv k6d-tv 
4:30pra 12:30pra 


70.0 

waea Iv 

7 :0«pm 


7 




Dotty Fairbanks Presents. NBC Film (D) 


1:1.8 


20.3 70.3 

wnttt kntili 
10 unpm 7 iMpra 


2.5 74.4 

ujar-tv wtopn 
7 oOpm 10.3opm 




8 




Mel; Tracy, Snader (M) 


12.8 


3.9 

wnr tv 
7 00pm 


2.5 

krttnii- Iv 

(5 ;30pm 


6.8 

uhal tv 

ivoflpm 


fl 




Captnred, NBC Film (D) 


12.5 


4.2 6.5 

\\t>r tr kttv 
so oopm - ;ili|un 


7 7.5 70.3 

k6tp tv klnc tv 
10:30pni xOOpm 


7.3 

» aara 

10. 30pm 


JO 




Dangerous Assignment, NBC Film (A) 


1 1.8 


6.5 70.9 

wnr tv ktihli 

0 ! 0|im 10 30pm 


6.8 70.2 

wb7.-tv wbkh 
1 1 . Opm 9 OOpm 





Show typo STUiboU: (A) a'lvrnturr: 'f'l romivly: (D) drama; (K) kid shnvt; (M) mystrry ^ 
<\V) Wcilern. Films I'sti I tiro lyndlcatnl. half liour letictb. tiroaii<-a<l In (our or mnrc mar 
kcts. Ttio averoao ratine Is an unwctRtil'il avcracc of Imllvblual market ratines listed ahovr 



Itlank spare in<ll< ate* film not bmadrast In this market as of 4-10 January 1934. 
work shows arc fairly stable from one nmnth to another In the market lo tvhlch lB 
Oils Is true t'; a mmb letsci evtent with svn'.l ated shows. Tblc thould be bof 
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SPONSOR 



i slow 

illy made for tv 



RKI 



3-STATION MARKETS 



ayton Detroit Mllw'kee Phlla. S. Fran. 



7.0 


76.0 






78.8 


.lo-tv 
SOpro 


wjbk-tv 
10:30pm 






kron-tv 
10:00pm 




74.3 






79.8 




wjbk-tv 
10:30pm 






kron-tv 
8:00|im 




23.5 


35.8 


79.0 


26.8 




7:()0pm 


wtmj-tv 
5:UUi«n 


wcau-tv 
7:00pm 


kron-tv 
7 :00pm 



2-STAT10N MARKETS 



Birm. Charlotte New O. 



25.8 62.0 35.3 



wabt 
(1 :30pm 



wbtv 
8:0i>pm 



wdsu-tv 
10:00pm 



67.0 

wbtv 
S :30pm 



}'.0 

lo-tv 
10pm 



24.3 75.2 76.8 

wtmj-tv wcau-tv kron-tv 
10:30pm 7:00pm 10:30pm 



t.5 76.8 42.5 70.6 8.8 

■■I ~ 

-r-d wjbk-tv wtmj-tv wcau-tv kgo-tv 

j^lOpm 9:00pin 9:30pm 10:30pm 10:30pm 



|).8 74.0 38.4 73.2 76.8 

j«-d wjbk-tv wtmj-tv wptz kron-tv 
10pm 6.00pm 5:00pni 6:30pm 4:00pm 



|>.3 75.0 26.5 24.2 70.3 

v-d wTorz-tv wtmj-tv wxau-tv kgo-tv 
'.0pm. 6:30pm 4:00pm 7:00pm 6:30pm 



26.7 


36.5 


20.8 


whnc-tv 
5 :00pm 


wb ti- 
ll :00am 


W(lSU-tV 

5:00pm 




62.0 






wbtv 
8:30pm 




79.5 


6 7.0 




wbrc-tv 
9 :30pm 


wbtv 
0 :00pm 




27.8 


35.0 


33.5 


wabt 
6:00pm 


wbtv 
5:30pm 


wdsu-tv 
3:00pm 


25.3 


32.0 


24.5 


wabt 
6 :00pm 


wbtv 
5:00pm 


wdsu-tv 
5-.00pni 



\'..0 22.8 28.5 72.4 7 7.5 

it - -d wxyz-tv wtmj-tv wcau-tv kgo-tv 
!0pm 6:30pm 8:00pm 7:00pm 8:30pm 



.8 76.3 70.8 79.8 26.3 

-d wxyz-tv wcan-tv wptz kpix 
I)pm 7:00pm 7:00pm 6:00pm 7:00pm 



1.3 


79.3 


74.6 


28.5 


78.8 


77.0 


,v-d 
Opm 


wwj-tv 


wcau-tv 


kpix 


wbrc-tv 


wdsu-tv 


7:00pm 


6:30pm 


9:00pm 


9:30pm 


H-.30am 



43.8 

wdsu-tv 
10.00pm 



43.3 

wdsu-tv 
6.0Opm 




wcau-tv 
8:00pm 



73.0 

kpix 
7 :00pm 



J 



9.8 

wjbk-tv 
6:30pm 



7.0 

kgo-tv 
7 :00pm 



70.3 

wwj-tv 
7:00pm 



24.8 

kron-tv 
8:00pm 



74.4 

wcau-tv 
7:00pm 



70.0 26.0 

wwj-tv wtmj-tv 
11:00pm 11:00pm 



9.5 

kron-tv 
10:30pm 



1.3 78.3 



oipm 



w-wj - tv 
6:00pm 





48.3 




wdsu-tv 




11 :30pm 


20.0 


36.0 


wbrc-tv 


wbtv 


6 :00pm 


5 :30pm 


28.8 




wabt 




6:00pm 





Sifzimj rating trends from one month to another In this chart. 
0 J last month's chart. If blank, show was not rated at all In 
it s*or was in other top 10. 
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names the whole nation 

knows.... 



VlCKS 

VA-TRONOL 

mode in 

Greensboro 



cigarettes 




....and why not? They're among 

America's best-known products — 
and only a few of the many 
manufactured in our bustling heart 
of the Prosperous Piedmont. 

The 29 counties WFMY-TV serves 
are a-hum these days with a 
profitable balance of agriculture 
and industry — an interlocking 
pattern of trading areas pivoting 
around these well-known cities. 
Together, they generate a buying 
power that exceeds 
$1 ,500,000,000 a year! 

WFMY-TV completely covers 
this market made up of many 
markets — reaching and selling a 
potential audience of over 
1,160,000 people. 

You can join the many successful 
advertisers using this multi-market 
station (CBS — basic) by calling 
any Harrington, Righter and 
Parsons office. 



wfmy-tv 

Basic CBS Affiliate -Channel 2 

Greensboro, N.C. 

Represented by 

Harrington, Righter & Parsons, Inc. 
New York— Chicago— San Francisco 
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TV Audience Survey by Pulse, Inc., 
released in February, reports that 

WKY-TV has ALL the 
TOP 15 TV PROGRAMS 

in 29 Oklahoma Counties! 

Pulse, Inc., after a 3-week, 29-county survey of Oklahoma TV 
preferences, has reported that ... in addition to having ALL of 
the TOP 15 major once-a-week shows . . . VVKY-TV originates 
the TOP 10 multi-weekly shows and has a WEEK 'ROUND 
70% SHARE OF AUDIENCE . . . during those periods when 
other stations are on the air . . . plus, an exclusive audience 
during some 20 hours a week of bonus morning programming! 



' PUISE, INC" 29-C0UNTY AUDIENCE SURVEY 



SHARE OF TV AUDIENCE 



TIME rEKlOO 


WKY-TV 


Slolion "1" 


Station "C 


Stolion"0" 


Milt TV 


MOH thru FII. 7 em le noon 


84% 


1 1 % ' 


r 




5% 


MOX thro Oil. noon to 6 pro 


64% 


32 V. 




I 


4% 


MOH thru FBI. 6 pm to midmn 


69% 


24% 


1%' ] 


>%' 


5% 


SATU80AY t 45 om to neon 


97% 








3% 


SATUtDAY noon to 6 pm 


63% 


33% 


1%' 


r 


3% 


SATURDAY 6 pm to midnite 


74% 


19%' 


1%' 


1%' 


3% 


SUNDAY ID Oro to noon 


97% 








3% 


SUNDAY noon to 6 pro 


79% 


U%- 


4%" 


r 


J% 


SUNDAY 6 pm to midnite 


70% 


21% 


3%' 


)%• 


5% 


'Not on O f tnlii* pttiod 

G3 Nor on o.r thon V, ol o p*ft*n 





1 






Counties m TV >i 
Audience Survey 1 

^ pulse, Sm* 



In the television industry, ratings t 
the story of TV viewer preference! 

In Oklahoma City, ratings tell the 
story of WKY-TV's leadership! 




STATION 




Check these survey figures 
carefully! They show that 
WKY-TV, Channel 4 . . FIRST 
in Oklahoma Television . . . 
continues to hold the audience 
in spite of the opening of 
three other Oklahoma City 
TV stations in the post 
six months! 




1 
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HOOPER" PROVES If 



Hooper's TV Audience Measurement, 
released in February, reports that 

WKY-TV HAS 14 OF THE 

TOP 15 TV PROGRAMS 

in the Oklahoma City Metropolitan Area! 

Reporting from its January survey, C. E. Hooper, Inc. announces 
that . . . from sign-on to sign-off . . . WKY-TV has a larger 
average percentage of viewers than the other three Oklahoma 
City Stations combined! A week-'round average of 63% of ALL 
Oklahoma City metropolitan area TV set-owners tune WKY-TV! 
WKY-TV has the TOP PROGRAM in this area, "DRAGNET" 
... and 14 of the TOP 15 PROGRAMS! 



WKY-TV 

OKLAHOMA CITY • Represented by THE KATZ AGENCY, INC 




'KOOKRAnNG" AUOffNtC DrDCX FOR JANUARY KVEAIL 




Individual f*et 


•ngt 6 OOP M to 1 2 ( 


X>M.d 




SHARE OF TV AUDIENCE 


o»r 


wn ty 


STATION e 


STITIOK C 


STITIOK 0 


SUNDAY 


64% 


32% 


*V. 


IT' 


MONDAY 


50% 


<2% 


fl. 


2% 


TUESDAY 


58% 


34% 


*'/. 


5% 


WEDNESDAY 


63% 


31% 


*v. 


2% 


THURSDAY 


61 % 


33% 


*'/. 


2% 


FRIDAY 


57% 


<o% 


2% 


2% 


Saturday 


69' 


25% 


<% 


*'/. 


AVERAGE lot WEEK 


60% 


35% 


<% 


2% 


• tT' — Uu Ikon 03V. 



OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO, 
■THE DAILY OKLAHOMAN • OKLAHOMA CITY TIMES • FARMER-STOCKMAN • WKY RADIO 




IN INLAND CALIFORNIA and western nevada) 




THE 




DELIVERS MORE FOR THE MONEY" 



These five inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations . . . and in Inland California more listeners than the 
2 leading San Francisco stations and the 3 leading Los An- 
geles stations combined . . . and at the loivest cost per 
thousand! (SAMS and SR&D) 

Ringed by mountains, this independent inland market is 90 
miles from San Francisco and 113 miles from Los Angeles. 
Beeline listeners here spend over half a billion annually for 
food alone. (Sales Management's 1953 Copyrighted Survey) 




KOH © RENO 

KFBK ° SACRAMENTO 

/VI \ 

KWG © STOCKTON 

r \ 

KMJ O FRESNO. 

\ \ 
KERN O BAKERSFIELD 



MfCLATCHY BROADCAST! N6 COMPANY 

SACRAMENTO, CALIFORNIA • Paul H. Raymer Co., National Representative 
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sponsor: 




I Continued jrom page 1 1 I 

ence composition figures of every show-type except sport.-. 
Women are generally married. Tho-e not, generally want to 
be. So situation shows about married- or about-to-he-mar- 
rieds are the most sure-fire. 

Women, being numerically superior, must be catered to 
even further in these programs. That is why, kind sirs, mo-t 
of the males we meet in tv's continued stories arc addle- 
brained yet lovable, incompetent but adorable goofs. It'* 
the way the ladies want us- — and get us — as Desi Arnaz. 
Barry and Qzzie Nelson, Stu Envin, Ray Milland, F'ctcr 
Sands — to name just a few of the dozens on the market. 

We must get the value of this strong and very personal 
self-identification in our commercial copy too if wc intend 
to take full advantage of our show. Unfortunately, however, 
few programs have commercial formats that grow out of their 
program formats. Few u-e their main characters as sales 
representatives — in character. 

This may be by design — or unfeasible by contract. Scads 
of publicity has been given of late to the un-wisdom of stars 
sullying their art with salesmanship. The people who foster 
this ridiculous and unrealistic point of view arc usually so 
unfamiliar with selling that their opinions are worthless. 

In my book, any piece of talent who accepts money for 
appearing on a sponsored television program should be more 
than willing — eager! — to help shoulder the burden of mak- 
ing the show worth bis employer's while. Such cooperation 
should be made available to the advertiser on the premise 
that selling is neither foreign to his talent nor 1 cneath his 
or her dignity. The personality must, of course, re-erve the 
right to air opinion on the degree and quality of selling he 
personally should be called upon to deliver. 

But if said "star" feels he should remain aloof from the 
sales problem, Mr. Agent, then I'd suggest you re-one him 
for sustainers. the Broadway Theatre and motion pictures. 
Don't foist him off on tho^e who work in the sponsored 
medium of television and cheat them out of this 
emotionalized relation which the medium offers the intelli- 
gent advertiser. 



★ * * 



Bob Foreman and the editors of sponsor would be happy to 
leceive and print comments. Address 40 East 49 St. 
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A SHRINKING 
BRIDGE! 



Daily the San Francisco-Oakland Bay Bridge 
shrinks in its ability to handle the ever- 
growing crowd of commuters who must 
use it. 

As the ten Bay Area counties grow, so 
does KYA, the independent station of 
influence. Carnation, Upton's, Halo, Life 
and twenty other top national accounts 
use KYA — how about you? 



A Choice 
Late Afternoon 
Availability: 

Car Tunes with 

Bert Winn 

4 to 6 p. m. Daily 



This unique program, 
broadcast from the 
Bridge Traffic Control 
Center, provides vital 
hiway information, 
music and news to 
"7 commuters — helped 
! I to cut the Bridge 
/ accident rate 25% 
in the last year. 

Spot your message 
right at the nerve 
center of traffic, and 
watch the response! 





George W. Clark. Inc., New York Chicago 
Adam Young. Inc., Los Angeles 
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4 ways you can use this 
valuable SPONSOR feature 

In every issue of SPONSOR you will find the handy, 
up-to-date listing of new tv station grants which appears 
below. Here's how this compilation can help you. 

]. You can plan campaigns far in advance by check- 



ing on-air target dates given in chart. 

2. Names of perrnitee, manager and rep for each 
neiv c.p. and station make it easy to get additional data 

3. List of all stations newly on air ivith commercia 
programing during two weeks preceding issue is handy 
reference list to update timebuyers. 

4. Box score at bottom of page is succinct summary 
of tv's status. Includes total number of U.S. stations. 




I. Sew cofifff rucf ion pvvmUs 



CITY & STATE 

Carthage, n. y. 

el dorado, ark. 

great bend, kan. 
hou5ton, tex. 

rapid city, s. d. 

5ELMA, ALA. 
WASHINGTON, D. C. 



CALL CHANNEL 0 AT E OF 

LETTERS NO. GRANT 



ON-AIR 
TARGET 



POWER (KW)' 



VISUAL 



AURAL 



STATIONS | 
ON AIR 



SETS IN 
MARKET* 
1000) 



PERMITEE 4. MANAGER 



WWNY-TV 7 



10 



13 

7 
8 



3 March 



24 Feb. 



3 March 



23 Feb. 



24 Feb. 



24 Feb. 



WOOK-TV 50 24 Feb. 



Summer '54 191 102 O, 



100 



316 



50 



158 



IT 6 
3 1 

23 14 



0 



NFA 
NFA 
NFA 
303 vhf 

NFA 

23 vhf 

595 vhf 



The Eroekway Co. 
John B. Joinson. pres. 
Catherine C. Johnson, 
v.p. 

Louis Saifl Jr., mgr. 

South Arkansas Tv Co.: 
Dr. lot Rushton. pres. 
W. C. B'ewter Jr.. v p. 
William M. Bluley, «<• 
treas. -gen. mgr. 

Central Kansas Tv Co. 
E. C. Wedell. pres. 

C. L. Roberts, v.p. 
Roy Zlmmer. see. 

D. C. Williams, treas. 

Houston Tv Co. 
Lloyd J. Gregory, pre* 

E. H. Dyer. v.p. 
Gail Whlttomb. tee,- 

treas. 

Tr.e Hills Bests. Co.,» 
N L. Bentson. pres. 
E. R. Ruben, v p. 
I. !_ Floyd, tee.- treas 

Deep South Bestg. Co. 
Mrs. J. F. Richardson, 
pres. 

W. E. Benns Jr., v.p. 
W. J. Brennan, sec.- 
treas. -mgr. 

United Bestg. Co. 
Richard Eaton, pret. 
Margaret G. Eaton, sec • 

treas. 



RADIO 
REP1 



Radio R 



UBC 



ff. iVeic stations on air* 



CITY t STATE 



FORT MYERS, FLA. 



MANCHESTER, N, H. 



SAN JUAN, P. R. 



SAN FRANCISCO, CAL. 
SCHENECTADY, N. Y. 



CALL 
LETTERS 



CHANNEL 
NO 



KSAN-TV 
WTRl« 



32 
35 



ON-AI R 
DATE 



WINK-TV 11 18 March 



WMUR-TV 9 28 March 



WAPA-TV 4 15 March 



6 April 
28 Feb. 



POWER (KW)' 
i 



- 

| VISUAL | AURAL 



NET 
AFFILIATION 



STNS. 
ON AIR 



SETS IN 
MARKET* 
I000> 



PERMITEE t M'ANAGER 



11 6 
112 67 

56 34 



81 46 
262 38 



A8C 
ABC 

Du M> NBC 



C8S 



1 NFA 

1 NFA 

2 NFA 



3 829 vhf 
3 53 uhf 



Fort Myers Bestg. Co. 
(United Garage & Serv. 

lee Corp., sole owner) 
Daniel Sherby. pres. 
Edward J. McBride, v.p. 
Radio Voice of New 

Hampshire. Inc. 
Francis P. Murphy; 

pres.* treas. 
James J. Powers, v.p. 
Ponee **e I eon Bestg. Co. 
Jose Ramon Quinones. 

pres. 

Cluster r . Owens. George 
A. Mayoral and Goar 
Mestrt. stockholders 

Charles F. Beil. gen. 
mgr. 

S. H. PatJerson. licensee 

end solt owner 
Van Curler Bestg. Corp. 
Col. Harry C. Wilder. 

pres. 

Richard B. Wheeler, gen. 
mgr. 

Paul Jaconson. treas.* 
a««*. mor 



REP 



Weed Tv 



Weed Tv 



Caribbean 
Networks 



MeGillv/i 

Head ley. 
Reed 



BOX SCORE 



Total US. stations on air, 

incl. Honolulu and Alaska ( 12 

March "5 U :i't 

A'o. of markets covered 2'Jlt 



Xo. of post-freeze c.p.'s grant- 

ed I excluding 28 educational 

grants: 12 March "54) ."J22 

\o. of grantees on air 26" I 



A'o. tv homes in U.S. (1 

fan. '54) _ ___ 27,.~tOO,OOOl 

Percent of all U.S. homes 

with tv sets (1 Jan. '54) GO % § 



'Both now c p.'s and stations going on the air listed here are those uhlrh occurred between 
2K Feb and I'l March ur wn Hhhli lnf< mint Ion mill br obtntnr I in that pirlod Stations art* 
considered to bo on the air "hen commercial operation starts. 'Tower of tp.'i Is that recorded 
in VCC application, and amendments 'if Individual grantees tlnfurraat ion on the number of lets 
In market! whero not designated as being from NBC itcscnrrh. comlsts of estimates from the 
stalLms or reps and must bo deemed approximate. (Tula from NItC Research and Planning. 
Percentages on homes with sets and homes In tr coverage areas are considered approximate Jin 
most rases, (he representative of a radio station which Is grunted a c.p also represents the new 



tr -peratlon Slnre at presst me it is generally too early to confirm tv representations of tooi 
grantees. SPONSOR lists the reps of tbe radio stations In this column (when a radio station hi 
been given the tr grant). NFA : No figures available at presstlme on sets in marge* 

'Tl'c linw-kwav Co.. permltee of WWNY-TV. Watcrlown. N. Y surrenders that c p. d 
uhf cb. 4< in exchange foi tills vhf cb 7 pcrn.lt. iiVrrattc« is licensee of KMV.v. Magnolia 
Ark sPermitec Is owned by same principals as WM1N TV, St, Paul, and KEl.O TV. Siou 
Kills. S. IV -Station Is locate I In Mntgotuerr. Ala 'Permitev Is licensee of WRAM, Mont 
g mery ,\ia. e-Statbrn uas erroneously Uste*i as gelr.g »n Uie air 15 Keb. : listing Is now corree 



KANSAS CIT\ 



TO CHANNEL 



It's a solid swing to Channel 9 on 
the airwaves in the Kansas City mar- 
ket .. . and solid selling for WHB-TV 
advertisers! A full schedule of CBS-TV net- 
work programming . . . plus a variety of talent- 
packed locally produced shows . . . put your spots 
in the right spot for sales — on the solid favorite of 
373 4^)* television homes in the WHBig Kansas City market! 



•Jan. 3] report, Kansas City Flee Assn. 



Here's a good strip story. . . . Now that the headline has 
gotten you into tins paragraph, we have to confess that 
we're talking about key strips from Butter-Nut Coffee 
cans. During Butter-Nut's 1953 Christmas Club campaign, 
the coffee people used WHB-TV's popular weatherman. 
Shelby Storck, to request key strip mailings from viewers. 
WHB-TV promotion and merchandising brought in a 
total of 106,470 key strips — more than three times the 
amount received from the previous year's campaign on 
another Kansas City TV station .... at that time the only 
television outlet in the market. Talent and format were 
unchanged for the '52 and '53 campaigns. 
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Represented Notionplly by 
I 



Don Davis, President 
John T. Schilling. General Manager 

WH B 

710 KC* 10,000 WATTS 

MUTUAL NETWORK 

KANSAS ClTYs 

OLDEST 4 

CALL LETTERS JOHN BIAIR & CO 






EAST, SOUTHEAST 

WBZ-WBZA 

WGR 

KYW 

KDKA 

WFBL 

WCSC 

WIST 

WIS 

WGH 

WPTF 

WDBJ 

MIDWEST, SOUTHWEST 

WHO 

WOC 

WDSM 

WDAY 

WOWO 

WIRE 

KMBC-KFRM 

KFAB 

WMBD 



Boston-Springfield 

Buffalo 

Philadelphia 

Pittsburgh 

Syracuse 

t * m 'm M • t * 

Charleston, S. C. 

Charlotte 

Columbia, S. C. 

Norfolk-Newport News 

Raleigh-Durham 

Roanoke 



Des Moines 
Davenport 
Duluth-Superior 
Fargo 

Fort Wayne 
Indianapolis 
Kansas City 
Omaha 
Peoria 



POT RADIO 



NBC 

CBS 

NBC 

NBC 

CBS 

CBS 

MBS 

NBC 

ABC 

NBC 

CBS 



NBC 

NBC 

ABC 

NBC 

NBC 

NBC 

CBS 

CBS 

CBS 



51,000 
5,000 
50,000 
50,000 
5,000 

5,000 
5,000 
5,000 
5,000 
50,000 
5,000 



50,000 
5*000 
5,000 
5,000 

50,000 
5,000 
5,000 

50,000 
5,000 
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g 



KFDM 

KRIS 

WBAP 

KXYZ 

KTSA 

MOUNTAIN AND WEST 

KDSH 
KVOD 

KGMB-KHBC 

KFX 

KIRO 



Beaumont 
Corpus Christi 
Ft. Worth-Dallas 
Houston 
San Antonio 



Boise 
Denver 

Honolulu-Hilo 

Portland 

Seattle 



ABC 
NBC 
NBC-ABC 
ABC 
ABC 



CBS 

ABC 

CBS 

ABC 

CBS 



5,000 
1,000 
50,000 
5,000 
5,000 



5,000 
5,000 
5,000 
50,000 
50,000 
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"Choice of Budgets - 
Large or Small!" 



by RUSSEL WOODWARD 

Executive Vice President 



f your advertising budget is large enough to buy all 
ledia, National Spot Radio is of course an important cog 
i the complete gear of your advertising activities. 

egardless of your appropriation, spot radio can be 
our best medium, because it gives you complete choice 
f budgets, to fit your marketing needs with skin-tight 
delity. 

b sharpen the point, consider what else you could use 
fficiently in the markets listed at the left for example, 
hat medium except Spot Radio could permit you to 
ver any or all those markets with precisely the pene- 
tation you need to offset any competitor — to capitalize 
n an advantageous situation in your distribution or sales- 
pan power picture — to cover up some weakness in those 
rocesses? 



»| o skilled sales and advertising executives, Spot Radio's 
i boice of Budgets offers unique opportunities for real 
trategy. That's why it grows and grows and grows. . . . 



1 CHOICE OF MARKETS 

2 CHOICE OF STATIONS 

3 CHOICE OF TIME 

4 CHOICE OF PROGRAMS 

5 CHOICE OF AUDIENCES 

6 CHOICE OF BUDGETS 

7 CHOICE OF MERCHANDISING 




REE & 

INC 



D 



ETER, 



Pioneer Station Representatives Since 1932 



!W YORK CHICAGO ATLANTA DETROIT FT. WORTH HOLLYWOOD SAN FRANCISCO 





Your Best 
Buy to Sell 
The Rich 
Pittsburgh 
Market 



Every day more and 
more advertisers are 
learning it's good 
business to sell 
America's eighth 
largest trading area 
through WKJF-TV— 
Pittsburgh's pioneer 
UHF television sta- 
tion. That's because 
WKJF-TV offers its 
ever-growing audi- 
ence outstanding net- 
work shows plus 
strong local pro- 
gramming. 

In case you're look- 
ing for a way to get 
more than your share 
of the 2J4 billion dol- 
lar Pittsburgh market, 
you'll find it pays to 
use WKJF-TV. Want 
proof? Contact our 
national representa- 
tives, Weed Televi- 
sion, or write us 
today. 



WKJF-TV 

(fytuutel 53 



PITTSBURGH 



Y/W . 

I Y \! Nol. Rep. WEED TELEVISION 



agency profile 



Uriit Ktthttker 

V.P. in charqe of Radio & Tv 
Dancer-Fitzgerald-Sample, New York 



OUTSTANDING 
NBC PROGRAMS 



From torts to t\ may seem like a long jump to most men but 
Akin Kabaker took it like a hurdler. Twenty year? ago be was a 
corporation lawyer; a year later agency copywriter: today he's 
Dancer-Fitzgerald-Sample's v. p. in charge of radio and tv. 

''Law training comes in handy at the oddest times," he told 
SPONSOR, punctuating his sentence with a piercing look. 

"Take the time when I was agency representative at the SAG 
program negotiations in Hollywood last year." he continued. ''We 
were dealing with program contracts for actors, and SAG wanted 
to establish repeat payments. Result of the negotiations: The first 
three runs of a tv film program are covered by the original payment 
with re-use payments not due until the fourth run." 

No minor achievement this since it represents a big saving to 
sponsors who run their films several times. 

At the time he was active in SAG program negotiations. Kabaker 
was heading up D-F-S' Hollywood office. Within his last three 
years Ln California, his office supervised the shooting of and pro- 
duced some 400 tv films. This list included such series as Beulah, 
Inspector Mark Saber (both agency-produced ) and the Slu Eruin 
Show and The Lone Ranger (agency -supervised) . 

"Despite the trend towards network-packaged shows," says Kaba- 
ker. "tins agency packaged close to 50 r r of its tv and better than 
50'{ of its radio shows last year because of our active creative staff." 

During 1953 D-F-S was Xo. One among agencies in radio billings 
with SIB million for the \ear. The agency's tv billings were at the 
rate of $10 million out of a 1953 total of $43 million. (For 1953 
billings of 20 top radio-t\ agencies see sponsor 28 December 1953.) 

Currently Kabaker is bu*y stud\ing the cost of color tv. His find- 
ings to date are that the average color film costs up to 3r>°c more 
than black and white. 

"But." adds be with a lawyer's objectivity, "the evidence is such 
that the added impact will make the increased investment worth- 
while when color film becomes standardized.'" 

Most impatient for color in Kabaker's family at the moment is 
his 12-year-old son. He feels The Lone Ranger would be a natural 
for color treatment. * * * 
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The Sound and the Jury 



On W'NAX , r )70, tlic sound o| ;i beautilnl voice — 
01 .111 cflec ti \ e ( oiumeic ial reaches a potential 
jtriN ol at least 202,(100 lamilies, One leason: 
ivoiable 1 1 cc j iicnc y. At 57<> V.( oin 5000 watts 
projects a hall millivolt 210 miles. (At 1030 kc 
132,000 watts would tie needed; at 1330, 778,000 
watts.) Ti ammission Ironi one ol the world's 
tallest AM towers ( ( J27') ovei land noted foi sod 
conrini tivil) (also fertility: our Estate coverage 
area )ielcls annual farm income of SO billion), 
guarantees a favorable reception lor your sales 
■ssagc. 

Verdict (Diary Study i): 10 to I in favoi ol 
WW AX 570, over the second station in the area, 
top rating in -l80i/ 2 (97.3',) of the 500 quarter- 
hour seamen ts surveyed , 




Some people are born leaders 




..like WCAU, Philadelphia 



TELEVISION — Far the telecast af President E.senhawer's 
"Stote of the Unian" message which was carried 
by all three Philadelphia stations, WCAU-Televisian's 
averoge roting was 36% greater than that of 
the other two stations combined. 



RADIO — Far the broadcast af President Eisenhower's 
"State af the Unian" message which was carried 
simultoneously by the four network stations, WCAU-Radia's 
average rating was 40% greater than that of the 
next two stotions combined. .^^wt 



The Philadelphia Bulletin Radio and TV Stations • CBS Affiliates * Represented by CBS Radio and Television Spot SalelS 
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ft and Explanations* to help «/«« use this chart? 



Spbhstir* listed alpfibbetically with agency «nd lime on air 



iff telnet tnrt tiredufilon on 
nclud* the IS 1 * elrory > 
..!*-">• led [RMI| for arral 



8AEVIATI0H3'. ill, iltinuti 
C ...i mil; r-K, imilhiin: All 
IO0.V ilitm Pinlt-1 no ION Hi 

S-Ttj Corker: w»i H29flni fot 9 pr 
Smkfeii Club. sj.p a-iD r 



time*, ere Eaelorn Btandird. 
, Clorlnnul ; U. UeU 
t« Voik; ltleh. - - 



■ U weoklj unleu 
Slaaunyl. 



, Buuhiu-. Stin, jvrt; tw. 

10.11:30 in>; ilmuli'Mi M. 1 
plui ulsnt: Il.tOO.OOO ■nnm 
w*-k pir adT-rlli.r. till tire 
ISO- '.'OS radio ilellona. rrlali 
i W, Th. F S«J0 r 



Llettm^nO : SI L, bt. Louie ; 

mtdoitbf: n, noon; Dr. pradueti; ». repeal, 
.!.-.» i if., r no s * 

Ollllnilri In KVC, P. limuieart. 

■ KttUj. M. w. F: B-jS-D im; i50.3*pm: 

1 on rha'tl: ipAniuri: Quaker Okie. 



ly tor 3 TV 
rlilay broa.lm 
■let NVC. nil, 



0*1 : 115.300 per (I lent KnI^ Oocb lor 3 panic. 

pm. urlfloalM lldtbwnl. 1T3 lUllooj, 
CulH Commcntvy arlilnatea Wutiltctin. 
1 'i pro. Coil, 11500 per nai-irlpellwi |i>r »r: 

Ifhi 



li radio onlj. Cm' 
r uoinn: rrii.tl S " 1 S 1 - 
nr. MhI Mlllla. Mr. 
un. Family Skeleton. 



IITD. Mullt- Meaieoo PI. 



tirw p|i 



i nt 3 

,d Chanea. SI- F II 43-lJn; li P*yi I« be Mvry. SIP 6:43- 

n»t*r MtGaa, M-F 10-10:13 MB. Eerb drip hu It on* mlrnita aiallatillltlea * 
1 Vtr ihcmi Ac Aueertlaer muet bay » OS tut mum of J Dirlle. ■ ink ul (be total 
li' t. rlialni uu or ill at ihe iiroinnmt am in? day. CmI per parlltlpaMan: Flbbw 
t;nl\ SxenJ Ctienio. Pojrt U ■* MafTUD, tJM-V Amont unmoor* 

t» Hill plan tn Lr»ls-So»e. H4B. tludnut Halra, liftE, Carter Prvdi , Deltt 
prwiucu is addition 10 IUU maollooed ir» pluitad ao U>1» prutiaaa. 



AFnfL. Purroen. Mmr; MBS. M-F 10- 10:15 pm 
Allli-Cheunari. R 9 Ollllna; NBC. 9et 1 1 St pm 
*m«na Refrio.. ,^Uun'. Uo A .Mertliill; CBS. *Di 
S- ■ 'JO prn 

Amur. Cla. 1 Cl«. 6BCR: MIC. W fljO-10 em 
Amar. 0*lry Attn.. Campb.ll- illthon; KBC. 7 
8:30-1 pea 

Arose, "smo Praia.. John P. Slumy; CB9. U T 
l?:30-t pm, SIBS. SI, W T:S0 4i On: NEC. 
all >laja A- 5 '30 pm 
Amrr. Ott C*,. Jot. KaUr fm U P J.tt-B pro 
Amn, Tah to., HimO: CO*. »un 1-1:31 r>m; 
Anhfuaer.Duuh. tTArcv: ARC, M-P «-Sn.« pm 
Anlm.il Fdtn.. Mftwr ^ Collin Cli^. S.t 16.11. 

AiltmbMi • ol G»d. W P. DcQnttt '. A PC. BUD 
10-30-11 pro 

Au'n at Amir, R R , BAB. NBC, H »-"'.50 pm 
Ball Tdrehona. AT*'' MIC. M 9 9 .30 pm 
Bfltonn, OlUn & Dronncr: ARC. Sun «.1S'30 pm 
Billy Grnnam, W 1' llmnrll AHC. Hun 3.30- 1 pu 
Brutal. Mytra. DC8B: CB». F S 6:1S t>nj 
Camo>na Safea Co.. WaHfr- Cain- HaoLf: dl9. 

Nat 17-I1.03 dpi: SI T:3S.tS pm 
CajnpbrM Soup C*. W«nl \Vh«loik ABC M-F 

II 11 II are 

Carnatltn. Erwln, TCaaty: CB9. Bat 13:30 1 pm '. 

ABC. M-P 10IS-1J am 
Cu-tar Prodv.. Bala*: NHC, SI. Hi, P 5 3.15 pm 
"alt Hki: CUH. b*i l-l-^O ub; Tu 9:30. 10 pro; 



AHC. alt Sun 9<0'.15 pm 
Chsvrolal Motorv Cnmpbsll-EWild'. NBC, Tu. P 

S ^ L6 pm; MBS. Jl ■ P 8-S:S<J Piu 
Chrltttan Rel. Chunti. OlMiD-JordanBtoettel: 

UBS, Sua 9:30-10 »m 
Christian S*. m«dUjt. Walton. Buttorftild: ABC 

Tu 9-4ri-io om 
Cfm.-sf. at Cnrlit, Startlfi * Co.: ABC. Sun 1-13 

CIO. P HrnrT J. Kaufman' A11C. M P 1-7:15 p« 
CHlit Service. RUbiiWn: Mil':. M 9:30.10 pm 
Clinton FmmIi I Snow Cropl. Muun- COP., St. W. 

(ill V 1 1'-30- ir. un 
Coca. Cola. IT Arty T, Th 7 IS- 8 pm 

Colonle PsIm . Peal, Slirrmui M Slaiguilto' CSS. 

Tu 1:30'» pm: LAN: CBS. Tu 10-10:15 pm: 

Kitjr; NBC. M- V ll.llits am; S ^0-l^ pm 
CmkH. Cotm.. BlttlH CB*- all Sun f ^0-11 p.n 
Continrntal B»o~ Bal**; CDS. M P 11 40- 13 m 
Corn ProOa. C. L .Miller: CBS, M-F *.11S0 pm 
Craam at Wheal: UNDO Ctt*. 9ai U M-JO pm 
Crtdit Unron. JWT MBS, Tu 0.35-10 |im; Sun 

4 S5-S i 'i a 

Hciinc Curtli. (i Vat CBS. BjW 111:30 4S am 
Dun Blbta Slttdania, Wm. Olmcsu: UBS. Bun 



1:15 



Tu. Th.jS'30-5 



1 19 j 



OoSote Motor. BBDQ NB6. W l-9;S0 pm 
Dodpf. tirant: NBC, Th 8.8:30 pm 
Doeskin Prodi.. OW- CR9. Sal 10 15 11 am 
Elacu-la Auto. LI ta, Cecil * Pmbray: CB9, M 9- 
8:30 en 

Ei Ln, Inc., Warwick & LeoUr: ABC. Tu P 

Flraatono Tlra**!. Rubbor, Sweoosr A Jaunt; NBC. 
SI a. '30- 9 pm 

Ford Mole*. J\\T; CRS. .M. w. V T 1S-S pru 

Gon^ral ClaatrK. Mum: CBS. Th t-9J0 pm: 
EBDO: bun t S.30 pm 

General Foodi. BAB*. CB«. M P U- 1213 pm; 3- 
3*15 pm; FCAD: CB3. M P t-*:15 om: M. 
\V, F T15 S0 pm; T5un 8:30.911 am; V&R: 
CB9. Sal 1SS S pm: B4B: NBC, Th «■» pm: 
YAH : NBC. SI P 10:3015 am; LTBB. 9al 

Gennral Mllii. 0-P-S; ABC, 31, W. P 8 55. 9 am; 
" 2-30-35 pm: t:35-30 pm; 7:30-55 pm; Krui- 
RaoTea: ABC, M. W. P 10 95 -)3 am! M P 
13.30- 45 pm: hi. P S J'.IS pm 
Genaral Motor.. Kudnar; AUC. SI 1-8:15 pm; 
FrlQidelra, PC&B: CDS. Tu, Th. alt P 10:30- 



I ABC. P 10 pm to 



(flllirto 3alaly BuO 

Goodyear. Sudnor: ABC, Sua 5:30-5 pm 
GmqiI Bdntg. SL H. A«i*r; ABC, Buo t-5 pi 

Crwa Gtaat. \ao ftunuir CHH. T I tB- <S i 
Gruea Wafeh. UcCaoD-Erltaawi: ABC. all i 

9 9:16 pm 
Gulf Oil. TAvTl: NBC. Tb 9 930 pm 



. PCaVB: BAM: CBB. Bnn 9-1J0 pm 
lamm Brevlno. CaiBpbtll-MlUwiV, CB9. 
"Pi --K-* mo m 
Waten, Ine.. Whlta Ad».: ABC. Sun 

Inr Alt S _ . „... . 

, St- F 19:13 30 am 

irtV^'arTOt'Jr. TAB: NBC. M P 1-1:15 pm 
Andre* lorgtnt C* . Brttrf W. Orr: CBB, Th 
9 30- 10 pre 

Johni-Manollle. JWT: MB*. » F « •'•» . 
S. C. Johnien 4 Son. Nonlhatn, Loula ft Brorbr: 

Mll.s M-Sal 10 30-35 am: 11 ^-30 am; 3:25. 

30 pni: M-F. 15-15-15 Pm; S:5J-6 pm: Sat 

l'?l 9) pin; 6:30-8 pm 
Kalctr-Wllly). Welnuoub: CBB, M-F «:i5-T Ptn 
Kcllojo Ct. L«> ll«rnoii CHS. Tu. Hi 3:lji-3li 

pm; C04 M-F in- 10.13 am (alt dan): MBS. 

SI. \V. P 5:30.33 pm . „ 

Knomark Mf 9 .. Kroll .Mogul: -CBS. S\-F 10.13 30 

kraf'| n Food! Co"N*«Ihtio. Louli A Brorby: NBC. 

W B-3U B pm 
Lambert Pharm.. Umbort A Peailey. ABC. all 

P »-9:30 pm 
Laver Br»a,. JWT- CBB. M I 10 pm; MrCailO' 

Krlrki-m- CI(H. M. W. alt P 1111. IK am; 

CBB. SI. W, Th 3 tS-«ft pm 
LllleO A Mv»*« 1C*aatarflaWt, Cunnlnfhata 

Walsh; ABC. SI F T:M * P0>; MBS 

F T;45-8 pro: NBC. Tw 9-8:50 pm 
Thaa. I. LIltMa. TAB: CBB, Moo *'J9-I »■ 



. M. W. 



Langlnaa-v 



/inr-aoir Wahh Ca., Tlfior A Baniutt: 

ii^ i|i„ ■:■•■%} pm: Tu-P 7:30.15 
P Torfliard, LAN: ABC. Bud 0:15-50 om: Bun, 

oTisafl TpmTMBa. mp nM-\i b: CDS. 

Sat 0-9.30 pm 
Lutheran Laymen - . Leaoua, Ootham: SfB9. Bun 

M.nli.it^ ^» (3.e.th.^l Scheldeltr Beck*' 
Wonirr: MIC. SI K i:45-3 cm; COS, T. Th. 
all F 1:15-1 em [all dan): 7-1:13 om (alt 

Motr'^oUtan Lite. TAR- CDS. M-f •■•■15 P» 
MIIm Lab*. n»olTo.y Wart*: CUSS. M- P 4 :«■» P.™; 
3 3 II n»: SUC. M E T 30 8 pm: M-F 10:45- 
11 ara:'MU3. M P 12-11 « P«" 
Miller erewlna. Mallita.on- .VI IS. T. Th, 12.20- 

au fin "SI W. V 9:55-1" |<n 
Mllnir Prodi,. Our Jon Deal: Sat 11-4311 nnon 
Mtnnciatn Mlwlno A Mlp., 111IDD: CBS. M. W, 

all I' IN- 1 II 19 nnl 
Motor Prodi. Coro.. lk*ho, Wllllama A ClaarT. 
MBS. Th T 30- " ~ 



Janbt- MB9. 
B-30 pin; CDS. Hal 113013 am 
ifl BlitulL Burtieti: CBS. Tu 5-8:30 pm; 



Neht Coro-.'llllDO-. Cm 
Holflc C».. CM* A'lC «l 
Hlaaar* M(p. Ol 

ThamiJ Nali*o. BBDO: ABC, 
O'Cadar. Turner: AHC. M, 
0«aaa-i" ' 



. 11-15 »m 

0-3U-11 am 

A Uraenat: MBB. Tu 7:30-43 

:D 5'.»-30 pm 
, »„ ... P 1-19 am 

Flbarjlaa. IVUm A Stnitt A fcai: 



Phil. 



i 10:3 -33 c 



M0 am: U- 



PMIIp Mtrrla A Co.. Blow; CBB, Bun I '50 3 pm: 
Plllibury Mill*, Lao Bureau: CBS, M-Th 3:30 40 

pm ' .M - V i\ :I5 30 aoi : Campbell. Mltliuo: 

CD9. SI P 8:00 45 am 
Preater A Gambia. BAB: Coraptoa. D-F 3. TAB: 

Cll». M-K 11:43-18 n: 1-3 pm: ? 15' 30 pm; 

2 14- 3 pm (alt daytl: NBC. SI P 5-4:16 pm; 

l«™ CI13. U* Th. F H-n-30 nm; KBC. M-F 

10-10:30 am: StBS, 8u0 030-7 Dm: M-F 8- 

8:30 pm 

Prudential Llfa Int.. CaJklna A Doldee, Carlock, 

MrCllnlan A Smith ABC. M P 13 35 SO pm 
Qualiar Oata Co., Sherman ft Marquette: MBS. 

Tu. Th 1130-13 ami Bet 12q-1$.30 pm: Tu. 

Th 5-8:30 pm 
ftadle Bible Class- Stanley 0. Boyntoa; MBS, 

Sun in. 10 3U am 
Radio Church ol God. BknUDXWo Parmalea: ABC. 

aun lJ'30-1 pm 
RCA, /WT: NBC. P 9 «30 pm 
nalitM-Purlnl Co.. itrawn: ABC, Sat 10:50- II am 
Reran Orug. BBDO: CBS. Bun 7 39-8 pm 
R I. R«r» 0 ld. Trt.. E*(r ' MSB. M. Tu. Th 81:60 
" P m iStnIlt-Mr.e.8. PU.O . «BC. «- '» 

pia; SD1S. Bun t.30 7 pm: NBC, W 1-8:30 pm 



Satiltan. Klotlaf: NBC. U-P l;15 00 am 
finally DM. Hanrl. Hunt A tlcOonald: NBC. M 

Sat 8-1:18 am; Bal 9-1J0 am 
Socony.VaiUUm, Coraplo": NBC. Bun 8:30. T 
S.O.S. Co.. MrTann-rrlskren; MD3. M. W 



<Mul 



■at*) 



Star. 



U<I Tuna, nhoadea A D*«1«: CBB. M. 
I V 10 15- 1 1 am 

Need hi 




BUFFALO EVENING NEWS STATION 



SOUTHWEST VIRGINIA'S fiiOHee/t RADIO STATION 



Most people in Western Virginia listen to 
WDBJ NEWSCASTS because we employ: 

• Two competent, full-time News Editors 

• Direct AP AND UP presswire services 

• Tape recorders, police and fire department monitors, tele- 
phone "beep" system, etc. 

• Full reportorial services of both morning and evening 
Roanoke newspapers (including some 50 string corre- 
spondents in our coverage area) 

t 46 complete, locally produced, practically spaced news?, 
casts weekly 

• 11 complete farm shows weekly 

AND, we've been steadily serving, steadily improving, 
steadily promoting these services for almost 30 years. 



jo 



State Farm Mutual. Xtedham. Lou 1 4 A Brorby: 

Mils. Sal 7 Si-8 puis fun S:5S'" E>m 
atarllnc Ohio. D-F-f- ABC Sl-P 10 10:15 am; 

NBC, 31- P 4:15-(6 pro 
SWart Winter Corp.. MarParland, ATeranh NBC. 

T. Th. F 9 30-35 pm 
Sun Dll Co.. Bewltl. Olllay. Betuon A Sfairwr 

NBC, M P 8:45-7 pm 
S-lll 4 Co.. JtVT: ARC. if P 9 10 am 
Teaaa Co. KuJn»r: AOC. Sat 3-6 pm 
Tanl Co.. Welaa A Oitiir: Ld Hurnul'. ARC. Tu. 

Th 0- 10 am: 10:23- 45 am; CBS, U, \V, P 

3.30- IS pm; SI. W, all P lonfi ll am: 

SI, W. alf P 3 45-1 pm: 7-7:15 pm (alt ilayi) 
Union Pharm nautical. Oray; StDS, P 730-43 em 
Van Camp 9«« Food. Ilrlairlier. Wheeler A Staff; 

CBS. alt Sun 9:30- 10 pm: Sit 11:13-30 am 
Vettt af Preohaar. iVreUrn: ABC. Sun 9JQ-10, 

am: MBS. Bun 10:50-11 am __ 
WhttaAall Phane. it** Amar. Bona Proda-l 
Wm. Wrlaliy Jr. Ca,. RAH CBB. Sun 6-8.19 »»S 

A. MarortOtT: CBB. Tu I I -89 P» 



an m m BJk || ■ EiUHUliad 1924 ■ CBS Sine 1929 
HMjf WmM W I AM . SOOO WATTS . 960 EC & 
VH I 1Kb I FM ■ 41,000 WATTS ■ 94.9 MC g 

WW WW WWW hOANOKE. VA. ^jfftj' 

0»ii.J °nd Ofr-ltJ iy !*• TIMES WOKID CORPORATION ^jm^\ 
FREE & PETERS, INC., National Representatives 



"I'm happy in my Serape" 




21 YEARS 

of Intimate Glimpses 



RADIO-TV MIRROR, the only national magazine to cover 
both radio and tv for the listening audiences, is proud to an- 
nounce its Seventh Annual awards. These solid -gold -medal 
awards are presented to the favorite stars and shows of 1953-54 
as selected in RADIO-TV A 1 1 RROR's annual nationw ide poll 
of readers. Award winners are featured in the May issue, on sale 
April 7. 




RADIO-TV MIRROR takes this opportunity to thank net- 
works, agencies, sponsors, stars, and others who have assisted 
us. Your cooperation has made RADIO-TV MIRROR .. . 

. » . America's Oldest and Largest- Selling 
Radio and TV Magazine* 



Over 875,000 Sale, February Issue 
(publisher's estimate) 



Radio 

■L Ml -v » i y it «> it. 




1933 




1943 



RADIO-TV 
MIRROR ^ 
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ci forum on q next ions of current interest 
to air advertisers and their agencies* 



ft hut kind of promotion should i/oti ii.se to act 
the most out of husehull sponsorship 




THE PICKED PANEL ANSWERS 



The 1954 season 
home games of 
the Atlanta 
Crackers will he 
televised over 
WSB-TV, This 
will be the sec- 
ond consecutive 
year of sponsor- 
ship by approxi- 
mately 90 Ford 
dealers within 




Mr. Paulson 



the WSB-TV area. 

To stimulate interest in the games a 
plan has been w orked out whereby the 
various Shrine organizations and the 
participating Ford dealers offer 50,000 
"booster books" at $5 each, containing 
four tickets to any of the games at 
Ponce de Leon Ball Park, Atlanta, 
home of the Crackers. This advance 
sale serves a dual purpose. It not only 
will provide a certain advance guaran- 
tee, but also it will encourage the pub- 
lic to "buy" a share in the television 
project — stimulating interest in base- 
ball generally. During the 1953 sea- 
son it was found that 75% of the pur- 
chasers made use of their "booster" 
tickets, while the remaining purchas- 
ers were willing to make this invest- 
ment in order to enjoy the televised 
series. (Unless a minimum number of 
books is sold, guaranteeing a certain 
paid attendance at each game, Ford 
won't televise the game.) 

The advance promotion on the 
"booster books" is released over WSB- 
TV announcing the availability of the 
books at all Ford dealers and Shrine 
organizations. Thus, a great value in 
goodwill is already being engendered 
for Ford dealers through their part in 
providing baseball in the living rooms 
of hundreds of thousands of Georgia 
homes up to 150 miles away. 



The Ford Dealer advertising com- 
mittee had the desire to bring "Ford" 
before the ball park audience as well 
as the television audience. In the ne- 
gotiations arrangements were made for 
the ball park management to promote 
"Ford Night" once a week during the 
home games at Ponce de Leon Park. 
For this purpose two million gate tick- 
ets will be provided for the 1954 sea- 
son and will be used each night for 
drawings on "Ford Night." The hold- 
er of the winning stub receives a new 
1954 Ford each Wednesday night. The 
park management finds that this free 
Ford promotion has been very success- 
ful in past years to insure good atten- 
dance. 

Audience ratings placed the Ford — 
Cracker baseball games in Number One 
position during the 1953 season. 

Russ Paulson 

Manager, Atlanta Office 

J. Walter Thompson Co. 

Atlanta. Ga. 



Before we dis- 
cuss baseball 
sponsorship I 
think it would 
be wise to men- 
tion a few facts 
about baseball it- 
self, here in Ed- 
monton, and the 
position of our 
station, CFRN, 
in relation to the 




Mr. Afaganis 



sporting audience. 

1. The year 1953 brought Edmon- 
ton Eskimo Baseball team into the 
Western International Baseball League 
for the first time. Pro-ball was back in 
Edmonton for the first time in 15 
years. In the past few years baseball 
had been rated as a minor sport, so 
far as attendance was concerned. 



2. 'I he job of buiiding baseball once 
again was going to be tough, and 
everyone concerned with the sport 
knew this. 

3. CFRN is known as the sports 
station for Northern Alberta, and of 
course was counted upon to give it 
full support. 

Now we get into the meat of the 
story : 

Edmonton Motors, a well established 
General Motors dealer here in North- 
ern Alberta, realized the tremendous 
value they would receive in this spon- 
sorship, not only in the increase in 
sales of their particular product, but 
also the goodwill that could be estab- 
lished locally, and rurally. 

Promotion immediately swung into 
action. A theme song was established 
along the line of "Take Me Out to the 
Ball Game" — to link Edmonton Mo- 
tors with baseball. This theme song 
along with recorded promos, was 
played approximately 400 times during 
baseball season, supported by news- 
paper advertising. 

Aside from local newspaper adver- 
tisements. 29 rural newspapers were 
also included in the campaign. Attrac- 
tive signs were placed in the sponsor's 
showroom giving broadcast informa- 
tion and of course including the pic- 
ture of CFRN's sportscaster. 

One thousand baseball rule books 
were printed. The cover plugged the 
sponsor and the station. The CFRN 
sportscaster and baseball officials made 
personal appearances before local 
groups including the huge "knot- 
hole" gang — children under 14 years 
of age — promoting baseball and cre- 
ating interest. Ball players were inter- 
viewed on the air, with the personal 
touch in mind to create a friendly at- 
mosphere between ball player and spec- 
tator. 

Every possible mean? of promoting 
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baseball to tbe public through radio 
was used, including spot plugs on per- 
sonality shows over CFRN. 

Wednesday and Saturday became 
baseball nights over CFRN. People 
recognized that Edmonton Motors was 
bringing this sport into their homes. 

One more factor which contributed 
to success — our sportscaster. We be- 
lieve Al Shaver is one of Canada's out- 
standing sportscasters and should be 
included in this success story. It's 
axiomatic that a good sportscaster is 
very important in promoting baseball 
or any other sport. 

And now, here's the end result, or, 
the success story: 

Edmonton Motors found that al- 
though they could not pin-point the 
actual increase in sales, their custom- 
ers and potential customers appreci- 
ated their part in baseball, and the 
company received hundreds of good 
comments and notes of appreciation 
because of the sponsorship. The 
amount of goodwill created, according 
to their management, was tremendous 
and is bound to have an effect on the 
future business of Edmonton Motors. 

Edmonton outdrew every other 
Western International League city for 
the entire season. Baseball became so 
popular that city officials inaugurated 
steps to build a new, main grandstand 
for the baseball park. 

Both sponsor and station feel the 
year was a tremendous success and 
this year will be looking forward to 
even greater achievements. 

Ernie Afaganis 
CFRN 

Edmonton, Alberta 



The Hollywood 
Stars, two-time 
Pacific Coast 
League baseball 
champions, were 
sponsored over 
radio last season 
for the first time 
by the Seven-L T p 
Bottling Co. of 
Los Angeles, 
Inc.. whose fran- 
chise covers the two lush counties of 
Orange and Los Angeles. 

Long recognized and emphasized in 
the national magazine advertising of 
the parent company out of St. Louis 
that sports and Seven-Up had a nat- 
ural affinity, it was logical that we 
(Please turn to page 129) 




Recognized as 
the important new 
metropolitan market 
of Central Texas, 
this complete Billion 
Dollar potential is 
reached only by 
using the facilities 
of KCEN-TV 





FOR FULL Jf" 
COVERAGE 
OF THE 
TEMPLE-WACO 
MARKET! 



\ 

CORSICANA 



THESE ARE SOME 

Lucky Strike Cigorettes 
Buick Automobiles 
Ajox Cleonser 
Polmolive Soop 
Halo Shampoo 
Colgate Dental Creom 
Polmolive Shove Creom 
Polmolive After Shave Lotion 
Fob 

Crosley Applionces 

DeSoto Cars 

Ford Cors ond Trucks 

G. E. Applionces 

Minute Rice 

Jello 

Gillette Razors 
Gillette Blue Blades 
Gillette Shave Creom 



OF THE ADVERTISERS 

Tani Ond Prom Home 

Permanents 
Gulf Products 
Johnson's Wax Products 
Chesterfield Cigarettes 
Tide, Lilt, Cheer ond Camoy 
RCA Products 

Wesson Oil and Snowdrift 
Bowes Seol Fost 
Supreme Bakers 
Budv/eiser Beer 
Bulavo V/atches 
Dentyne Gum 
Folstoff Beer 
Kool Cigarettes 
Oldsmobile Automobiles 
Schlitz Beer 
American Beouty Flour 



USING KCEN-TV 

Mrs. Baird's Bread 
Brackles Speciol Dressing 
Fritas ond Cheetos 
Grond Prize Beer 
Humble Oil & Refining Co. 
Ireland's Chili 
Lone Star Beer 
Magnolia Petroleum Co. 
Maryland Club Coffee 
Potricio Reid Cosmetics 
Peorl Beer 

Mrs. Tucker's Shortening 
Western Holly Stoves 
Halsum Breod 
jax Beer 
Coca-Colo 

Southern Select Beer 



KCEN-TV is the only VHF station in this area. Antenna height 
is 833 feet . . . maximum power 100,000 watts. 



KCEN- 

(D O O INTERCONNECTED 




-VHF CHANNEL £ 



TEMPLE, TEXAS 
P. O. BOX 188 



Owned ond operoted by the Bell Publiihing Company; repreiented by George 
P. Holingbery, notionol representative; Clyde Melville Co., Texai repreienlotive. 
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SLICER 



GLASS CUTTER 



sPOW)R : Kite Ik 11 Magic Vt.K.V Y : Dtrm 

CAPM |.K (..\sK lllsioin : / jrtJS , ../ M>1JIIJ , ATI'/ nvn/ o/; 
///e air, the fust uhf station in a market uhivh had been 
served l>\ i hj tv since I ( J IT. // jeie necks ago It 'l l I 
ran one \U-niinitte program for Kitchen Magic at 10:00 
p.m., Suiuhfi, 17 january. The sponsor offered a slicer 
gadget on the program (if Tl Ts one-time lO-minutc rale 
is SI '10 I ami two telephone a nsu ering services were kept 
busy tahing 302 phone orders, received from every zone 
in the St. Louis area. \londa\\ mail produced another 
126 orders, for a total of 12!i units sold. 

VV IV I, Belleville v t. I.i>ui» PROGRVM: 10-niiinitc (Iemoimralion 



FRUIT JUICE 



ABC TV, Nov York 



PROGRVM: Jamie 




SPONSOR: DufTvMntt G>, VGLNCV: Young & Rnbicam 

CAP-l LK CV-E IllsTOKY: To lest the sales effective- 
ness of Jamie, The Pulse, Inc. ashed 1,000 television 
homes in metropolitan Xew York during January if thev 
had ivatched five different j)rograms, one of which lias 
Jamie. Results showed there was a -4-1.-1 ^ higher inci- 
dence of purchasing Molt s Apple Juice among vieivers 
of Jamie than among non-vieuers. There was \?> r 'c high- 
er purchasing incidence of Sunsweet Prune Juice among 
vieivers of Jamie than among non-viewers. Talent cost 
of Jamie is $14,420 net: time cost (28 ABC TV stations) 
is $15,000 gross. 



DEPARTMENT STORE 

SPONSOR: Belk simpson Co. VGENCY ; Direct 

CAI'SILL CV>E HISTORY: Shortly before last Christ- 
mas ll'Gl'L received a letter from the manager of South 
Carolina's largest department store. It read, in part: 
". . . The thought occurred to me that you people at 
WGVL might like to know how pleased we are with 
Santa's Workshop, our program uhivh ^ou are currently 
televising Monday and Friday nights. The response has 
far exeeeded all expectations, with thousands of letters 
coming to us from scores of loans and cities in both the 
Carolinas and Georgia. It has paid off in sales, loo, as 
we have checked results in every nay possible. . . ."* 
Cost of 10 programs uas $1,500. 



WGVL, Crecnville, S, (; 



SPONSOR: Cram Tool Co. AGENCY: Dire 

C VPM LE CASE HISTORY: Grant Tool Co., a lar { 
mail order house, bought one \0-rninute telecast c 
KTl I at 11:00 p.m. following the station's late shoi 
Capitol Theatre. KTVL — a uhf outlet — had been on tl 
air only three necks at the time. Don Kamin, on beha 
of the tool company, wired KTVU, "Your mail an 
phone count uas terrific . . . please send me avails fc 
this weekend. "' 'The station sold 117 of the eombinatio 
glass cutter-knife sharpeners at $1.98 each (plus C.O.L 
postage) at a total time cost of $43.75. 

K.T\ C, Stockton, Gal. PROGRAM: 10-minuie ileraon^tration-pitcj 



REAL ESTATE 



^PONHJR: Tol-on & A-.oc. VGENCY': Dire(j 

OAP<lLE CASE HISTORY: Tolson & Associates, Real 
tors has found that 2:30 a.m. is a good time to sel 
houses. On Friday, 20 November 1953 the company 
bought one $75 announcement which resulted in mo^ 
than $100,000 worth of sales within two days. Ther 
were 11 houses sold as a direct result of the announce 
rnent — and they ranged in price from $9,000 to $12,000 
The program on which the announcement appeared jea 
lures motion pictures. It's telecast from 1 :10 to 2:45 a.m 



KTTV . Lo* Angela 



PROGRAM: JaekWi Late Theatr 



DANCE CHART 



SPONSOR: Tip Top Bread AGENCY: J. Walter Thonip-or 

CAPSULE CASE HISTORY: "Uncle Joe" Bova demon 
strated a new dance step to his juvenile viewers las 
month. Then he told his audience that if they wanted i 
diagrammed chart showing how to execute the step the) 
should send in a self -addressed and stamped envelope 
To simplify the directions, which must have soundet 
pretty complicated to his small-fry friends — many of pre 
school age — Bova explained "that's like sending a let let 
to yourself.'' Result? More than 1.000 requests withir 
two days of Bovas single announcement. Cost of tin 
show is $510 per half hour (gross) for time- 

WNBK, Cleveland PROGRV.M: Tip Top Comic 



SOFT DRINK 



SPONSOR: Dr. Pepper Bottling Co. VGENCY: McDonald 5 

Haggard 

CAPSLLE CASE HISTORY: } n May 1953 officials at 
\ ashville's Dr. Pepper bottling plant signed with WSM- 
Tl for a special campaign to promote a six-bottle earton. 
After six months on the air. area sales of the six-bottle 
carton were twice whaJ they were the previous year. The 
Dr. Pepper \ashville manager said, "In addition to the 
terrific sales increase, we feel RufTin Reddy and WSM- 
TV have given Dr. Pepper added prestige. We • ve tested 
our audience with proof-of-purchase mail several times, 
and I'm continually amazed at the tremendous selling 
power of WSM-TV ." Each participation costs $62.62. 



PROGRVM: Santa- Worktop 



WSM TV . Nashville 



PROGRAM: Western Corral 



22 



Got something 



to say? 




• . . tell it where they're waiting for you! 

The secret lies in tested, established local participation programs 
commanding loval audiences. In Rochester, you'll find the most 
and the best of these programs on the station that has a -i-ycar 
head start in TV in this market— WHAM-TV. 



for instance: 



WHAM-TV 



"HOME COOKING' 

with Trudy McXall. 9:30 to 10 AM 
daily, Monday thru Friday. The only 
cooking show in Rochester TV, and 
one of the best anywhere! Try it and 
see. Participation, live or film, $60.00. 



ROCHESTER, N. Y.'s FIRST STATION 
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Honolulu market facts outlined in fiXLl booklet 



Hawaii. sa>s KLLA, is a SI. 5 billion 
market with 500.000 potential custom- 
ers, and Honolulu (KLLA's base of 
operations) ranks among the top third 
of the United States' 200 leading citv 
market-: ""in all important categories.''' 

KL'LA claims that of the 20 largest 
L. S. cities, Honolulu ranks first in 
effective buying income — $7,198 per 
family, or 30^*? higher than the Ameri- 
can average. The high income figure 
i> based on all of Hawaii's eight racial 
groups, according to Kl T LA. The sta- 
tion asserts that Honolulu's population 
is larger than Providence, 11. I., or 
Salt Lake City; that its retail sales are 
larger than Jersey City or New Haven; 
that its general merchandise sales are 
larger than Charlotte, N« C, or Peoria, 

K/X/X/X sells newspaper space 
to mark station's birthday 

The publisher of the Red Wing 
(Minn.) Republican-Eagle was rather 
surprised one day last month when 
his chief local competitor — KAAA — 
sold 1,600 inches of advertising in the 
paper. It netted the newspaper nearly 
SI. 000. 

Reason for KAAA's space-selling ef- 
forts on behalf of the newspaper was 
the radio station's fifth anniversary. 
H. D. "Hal" Cory, promotion manager 
for the station, decided that to proper- 
1) chronicle the anniversary, the citv's 
newspaper should have a special 12- 
page KAAA Anniversary section. Corv 

who was advertising manager of a 
newspaper before joining KAAA — 
sold the space, laid out the advertising, 
wrote the copy and dummied the paper. 
He also picked up about $1,000 worth 
of advertising for KAAA, plus some 
long-term contracts signed as a result 
of the promotion. 

Said Cory: "We're quite proud of 
the promotion because of the unusual 
sales pitch used in bringing it to a 
successful conclusion. It is gratifying 
to be able to walk hand-in-hand with 
one's competitor, especially when it 
happens to be a newspaper. . . ." * * * 



111.; that its drug sales are larger than 
Sacramento or Akron, and that its food 
sale-- are larger than Fort Worth or 
Pridgeport. 

These and a variety of other market 
facts are outlined in an attractive 28- 
page book being distributed to spon- 
sors and agencies by the Honolulu 
station. The booklet, which includes 
photographs of the market, claims 
KLLA reaches the "500,000 people in 
wealthy Hawaii'' through its block pro- 
graming "to Hawaii's tastes." because 
of its 10 kw signal on 690 kc and 
and through its merchandising. * * * 



(//if stations in vhg areas 
start heavy promotions 

Heavy uhf promotion is being con- 
ducted by two East Coast uhf stations 
which have gone on the air within the 
past few months in areas covered by 
\hi outlets. One of the uhf stations is 
doing its best to lure national business 
while the other — though not reticent 
to accept national accounts — is concen- 
trating on local business. 

On the air about three months, 
WTOV-TV, Norfolk, Va., now is giving 
advertisers the benefit of a "Baker's 
Dozen" merchandising plan. 

The station offers exclusive out-shelf 
merchandising in all Colonial Stores, 
which WTOV-TV says is the largest 
food store chain in the South; window 
displays in all Peoples Service Drug 
Stores, said to be the South's largest 
drug chain; mailings of jumbo post 
cards to all retailers in the station's 
area; movie trailers in six theatres, 
four shows daily, seven days a week. 

The other new uhfer, WRTV, Asbury 




Home for "Home": new $200,000 studio 

This is a bird's eye view of NBC TV's new $200,000 studio for "Home," the network women's 
service program that had its debut earlier this month. NBC says the set is "the most com- 
pletely workable permanent set in television." Concentric turntables in the center hold a 
large automobile. Clockwise around the set are an earth pit for gardening (at left of 
camera); a "tumbler" which revolves and inverts heavy objects for views of all surfaces; the 
"cookery" for food features; the "editor's area" for interviews, with monitors for remote 
pickups and a "flashcast" strip for headlines and other visuals; a workbench for how-to-do-it 
segments; a "spiral pick-up" which has compressed air outlets to billow filmy materials up- 
wards and a pickup arm from the ceiling to turn and drape fabrics; a set which will reproduce 
all weather elements "live"; an area for room setups; an area for fashion shows; an^ area 
for commercials. In the foreground is a remote-controlled camera mounted on a telescopic arm 
suspended from the ceiling that can 100m from an over-all view fo a close-up. By SPONSORS 
presstime, 9 sponsors had signed for participations on "Home." It's aired from I I a.m. to noon. 
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Park, N. J., has "no illusion of joining 
a network or competing for big na- 
tional advertisers," says Harold C. 
Burke, vice president in charge of 
operations. Like WTOV-TV, WRTV 
faces stiff vhf competition. It's been 
on the air about a month and a half, 
and so far its major promotional effort 
has been to sell itself to vhf set owners. 

The station pays dealers 25c for 
every householder they personally call 
on in an effort to sell a uhf converter. 
The dealer gets the quarter regardless 
of whether a converter actually is sold. 

To get extra local enthusiasm stirred 
up, WRTV is presenting programs 
about more than 50 local organizations 
with a total membership of 137,000 
people. As another attention-getter 
the station recently turned its opera- 
tion for an entire day over to local high 
school students. * * * 

Briefly . » . 

Billing itself as "the only radio sta- 
tion with studios in Harlem." WLI13, 
New York, recently claimed another 
distinction: It is now the only com- 
mercial radio station with a transmit- 
ter inside the New York City limit?. 
The new transmitter, opposite 86th St. 
on East River, the station says now 
offers sponsors "effective metropolitan 
coverage equal to any major network 
or independent station in New York." 
Pulse says more Negroes listen to 
WLIB than any other station, says out- 
let. 

, * # * 

Movielab Film Laboratories, New 
York, is holding quarterly departmen- 
tal meetings at which the staff mem- 
bers discuss ways of working together 
more efficiently. Saul Jeffee, president 
of Movielab, told SPONSOR that his 
company thought the motion picture 
companies wanted their work in a 
hurry. But he says that tv stations 
and networks are even worse. "We're 
faced with a constant deadline," he 
said, "and by having regular meetings 
different departments can get together 
and figure out ways of working to- 
gether more smoothly and faster." 
# * •» 

KGO, San Francisco, is the latest 
radio station to equip its salesmen with 
a pocket-sized portable radio. KGO 
said the little radios bear the slogan, 
"Wherever I go, I tune KGO." The 
salesmen use the radios in auditioning 
programs for clients and agencies. 
{Please turn to page 131) 




Yes, sir! Big-Top performance. 
BIG! You bet. KSL-TV's mountain-top signal 
reaches into 39 counties in four western states. 
TOP! Sure. The highest ratings and the largest audiences 
belong to KSL-TV programs, local and network. 
For even bigger sales results in the 
V Intermountain Market, 

use KSL-TV. 




Affiliated with 
CBS, ABC and 
Dumont networks 



' KSLTV 

Salt Lake City 




Represented by 
CBS Television 
Spot Sales 



serving thirty-nine counties in four western states 
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some spots are 



If you're trying to make a mark for yourself . . . let good pictures 
pull the big audiences. 

The Television stations represented by NBC Spot Sales have 
lined up star-studded late night films that are attracting wide* 
awake adult fans. The prices are right, too ! Spots in one of 
the nation's richest retail markets come as low as $36 each. 

And late night movie spots sell ! Local advertisers who depend on 
advertising for survival prove it night after night. For instance; 



For the best spot, at the right time, at the right pi 





tan others 



representing 

TELEVISION STATIONS: 
WAVE-TV Louisville 




I ppliance dealer sold 55 television sets with only one spot tuinouncc- 
t in late night movies. 

ain of super markets just renewed sponsorship for the fourth straight 
. . . last month achieved an average ARB of 26.7. 

•o-iveek contest on one station's midnight movies drew 58,011 entries. 

, too, can win critical acclaim for your own advertising sales 
sages. Just ask your NBC Spot TV salesman to help you 
me a schedule of late night movie spots. 



SPOT SALES 

SO Rockefeller Plaza, New York 20, X. Y. 

Chicago Detroit Cleveland Washington San Francisco 

Los Angeles Charlotte* Atlanta* * Bomar Loivrance Associates 



Mtcl WRGB 



KONa 

WNBT 

WNBQ 

KNBH 

KSD-TV 

WNBW 

WNBK 

KPTV 



Schencctady- 
All/a ny-Troy 
Honolulu, Hawaii 
A'cic York 
Cli icago 
Los A ngclcs 
St. Louis 
H'on/t ington 
Cleveland 
I'ortland. Ore. 



representing 
RADIO STATIONS: 





WAVE Louisville 

KGU Honolulu. Hawaii 

WNBC iVri,- York 

WMAQ Chicago 

KNBC San Francisco 

KSD St. Louis 

WRC Washington 

WTAM Cleveland 



SMALL-TOWN AMERICA 

{Continued from page 42) 

goodly percentage of retail sales de- 
ri\ing out of towns with small concen- 
tration of population. 

Again using the U.S. Census of 
Business as a source, sponsor found 
that better than 55% of retail grocery 
sale* derived from towns with popula- 
tions under 50.000. Close to 60% of 



tire auto accessories sales are attribu- 
table to such communities. Some 45% 
of national proprietary and drug store 
sales derive from towns with popula- 
tions under 50,000. 

To show how retail sales of any one 
product break down by city size 
groups, here are figures indicating 
over-all national retail gasoline sales 
in 1 9 1 1 J broken down by size of city: 




5000 WATTS 

ON 61 0 
IN HOUSTON 

TEXAS LARGEST 
FULL TIME 
INDEPENDENT 
STATION 

Howard W. Davis, Pres. 
Glenn Douglas, Gen'l, Mgr. 



5000 WATTS 

ON 630 
IN SAN ANTONIO 




MORE TEXAS ADVERTISERS 
USE KMAC THAN ANY 
OTHER SAN ANTONIO 
STATION 

Howard W. Davis, Owner 



City population So. 


of gas stations Retail sales 






(in thousands} 


Over 500,000 


16,887 


$817,581 


250,000-500,000 


7,714 


342,544 


100,000-250,000 _ 


1 1 ,049 


4/3 ,()Uo 




10,000 


427,726 


IOIAL .._ 


45,056 


$2,063,459 


25,000-50,000 


11.621 


$499,615 


10,000-25,000 


17,465 


720,371 


a.OOO 10.000 . 


13,233 


523.272 


2.500 5.000 . 


11,558 


42 3,049 


Under 2,500 


88,720 


2.253,535 


1 OTAL 


142,597 


$4,419,842 


| otal for the U.S. 


188,253 


$6,483,301 



Ask the Walker Representation Co., Inc. 



It is apparent, tben, that Smalltown, 
U.S.A., is a retail market of such size 
that no manufacturer of a nationally 
distributed product can afford to ig- 
nore it in his advertising allocations. 
Hut how can the advertiser reach 
Smalltown, U.S.A.? 

1 be most efficient means of reach- 
ing the smaller community is to be 
found in radio, on a spot or a network 
ba»i». The advantages of including 
' ' mailer communities in a spot sched- 
ule are the same, of course, as those 
which pertain to any spot buy. And 
two networks «crve the smaller com- 
munity. Keystone makes a specialty 
of it. Mutual Broadcasting System cov- 
ers the smaller commuiiit) as part of 
its activities as one of the four major 
national networks. 

Keystone Network, with 700 affili- 
ated radio stations, is most powerful in 
towns with populations under 10.000. 
Mutual Broadcasting System, with 565 
affiliated radio stations, is strongest in 
towns with populations ranging from 
10,000 to 100.000. (For complete 
breakdown of size of cities covered by 
| these networks, see charts page 43.1 

Keystone is a transcription network. 
It provides sustaining and commercial 
programing on tape for its 700 affili- 
ates. The character of these KBS affili- 
ates is truly local, with all programing 
and appeal keyed directly to the par- 
ticular Smalltown, U.S.A., market in 
which the stations are located. Close 
to 400 KBS stations are 250-watters 
whose coverage area coincide^ exactly 
with the average town of 25,000 or 
fewer people in which these stations 
are located. The bulk of KBS stations, 
or IG^c of them, are in one-station 
markets, that is, towns which can be 
reached only through KBS. 

Mutual Broadcasting System is the 
"grass-roots'' radio network, with an 
aggregate audience of 60 million peo- 
ple in 45 of the 48 states. Many of 
these MBS stations are in the large 
metropolitan centers, and. in fact, an 
advertiser may choose to cover the 
maior markets via a limited MBS net- 
j work, bvpassing its penetration into 
Smalltown. U.S.A. 
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However, for national advertisers 
■who're seeking broad coverage, several 
facts about tbe 565 MBS affiliates as- 
sume importance. Of tbe 565 MBS 
markets, 267 throughout the U.S. are 
in non-tv areas. In other words, 
MBS has access to about 12 million 
radio-only homes in markets not yet 
covered by tv. An MBS study of the 
network's penetration revealed that 
MBS attracts two out of every five ra- 
dio listeners throughout non-tv U.S. 
Further, three out of every five radio 
listeners in Smalltown, U.S.A., in mar- 
kets where MBS has the only network 
affiliate, listen to the MBS station. 
(For distribution of MBS stations, see 
<:hart on page 43.) 

The advent of tv has made small- 
town radio coverage more important 
than ever before. When advertisers 
relied on network radio for the bulk of 
their advertising penetration, they con- 
sidered spill-over coverage from power- 
house stations sufficient to reach into 
the smaller markets. Today, with both 
air media carrying a sponsor's mes- 
sage throughout the country, adver- 
tisers have become more aware of the 
need to penetrate into grass-roots 
markets, as well as the need for so 
•doing by means and advertising psy- 
chology that is radically different from 
their pitch in major markets. 

The 3,000 counties in the U.S. with 
small communities within them actual- 
ly contain individual entities that are 
not only different from the metropoli- 
tan market, but that differ from each 
other. Listening habits in Smalltown, 
U.S.A., are as different from those in 
the metropolitan center as are the 
living patterns. And in these smaller 
communities the population relies on 
radio for its entertainment to a far 
greater extent than in those larger 
cultural centers where a greater selec- 
tion of distractions is available. By 
the same token, Smalltown, U.S.A., 
has displayed a far greater station and 
program loyalty than can a big-city 
audience. 

With these differences in local tastes 
in mind, Keystone Network relies 
mostly upon its affiliated stations for 
programing that will appeal to the 
small-town audience. As a taped net- 
work, it provides musical programing 
to its stations upon request, out of 
the two e.t. libraries that the network 
has acquired. The other type of pro- 
graming the network furnishes its 
affiliates is taped programing provided 
by various sponsors. 



I he independent programing of 
KBS affiliates is ke\cd to local tastes 
with strong emphasis upon local news, 
weather, sports and entertainment 
coverage. Slightly under 5t) r ' t of the 
KBS affiliates program indepeudenth 
during those hours when they do not 
broadcast KBS tapes. Through KBS, 
advertisers can buy local programing 
adjacencies or participations econom- 
ically by taking advantage of bulk 
buying. 

Mutual Broadcasting System pro- 
vides advertisers w ith mass-appeal pro- 



graming with good nierchairdi-iiig 
po>»il>ilities. Through the \W\S Mnlti- 
Me-sage plan a Blue Book of adver- 
tisers ha\e taken advantage of the 
economic combination of good pene- 
tration into Smalltown, I .S. \. phi* 
programing that can be tied in effec- 
ti\el\ with point-of-sale di-pkn s, 

Jurt/ucs Krrisler M/ft. Co. ( V W. 
A\er), is one advertiser who is using 
MBS for the dual purpose of co\rrage 
and nieichandisability. I hi- watch- 
band manufacturer used MBS' Multi- 
Mcs-age plan for the fir^t time 



IT TAKES 




TO CULTIVATE THE WESTERN MARKET 



KOA goes to the city, too, but right now 
let's concern ourselves with those 213, 
953 tractors and their owners. 

They cultivate some 263,098,634 acres 
if Western Market form* in 302 counties 
of 12 states. Farms wheje the average 
income exceeds the national average 
by 74.3%! 

KOA, too, cultivates this area with pro- 
grams of entertainment and farm serv- 
ice/tailor-made for the Western Market. 
Plant your sales message -on KOA-Radio 
— "The single-station network" — and 
harvest a bumper crop of sales! 




delivers America's most food conditioned audience 
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CUT OUT 
FOR YOU! 

SELL to 
the market in 
which 73 fo of 
OKLAHOMA'S 
retail sales 
are made . . . 

with a station 
whose coverage 
is concentrated 
98% therein! 

Yes, WKY is powered 
and programmed exclusively 
for Oklahoma. 

WKY 

RADIO 

Owned ond Operoled by 

THE OKLAHOMA PUBLISHING CO. 

The Dolly Oklohomon 

Oklohomo City Times 

Former-Slockmon • WKY-TV 

Represented by THE KATZ AGENCY 



throughout summer 1953, for the pur- 
pose of keeping the hrand name in the 
consumer":? mind at a time when vaca- 
tion plans take priority over luxury 
purchases-, and to establish a franchise 
against competition in those markets 
prev iouslv untouched by national 
watchhand advertising. During 1933. 
>onie \ V\ of the firm's budget went 
into MBS sponsorship. 

A 100% air media advertiser, 
Kreisler Co. is going hack to MBS on 
29 March for a 13-week run. At this 
time the firm is participating both on 
NBC TV's Kate Smith Show and To- 
day. A 100-station lineup on MBS 
w ill carry the watchhand commercials 
into Smalltow n, L .S. A. simultaneously. 

\t a cost of 81,500 a minute. Kreis- 
ler bought into the MBS Multi-Me%sage 
Plan: one minute in The Falcon, MBS, 
Mondays, 8:00-8:30 p.m.. another 
minute in Mickey Spillane, MBS, Tues- 
days, 8:00-8:30 p.m. These two pro- 
grams, the sponsor feel-, reach the 
type of mixed adult and older teenage 
audience.- that are potential watchhand 
customers. In sales meetings with 
jewelers throughout the country, Kreis- 
ler stressed both the low cost of this 
buy and the programs' merchandising 
possibilities. 

Carter Products Co. I Ted Bates I , is 
another sponsor who uses MBS for its 
extensive coverage, both in metropoli- 
tan areas and principally in Smalltow n. 
U.S.A. A cold-season MBS advertiser 
in 1953, Carter Products Co. rotates 
commercials for four products (Arrid, 
Rise, Nair. Carter s pills I on MBS. 
Carter's MBS buy: AVcA* Carter, Sun- 
days. 6:30-6:55 p.m. and later in the 
year, Squadron, Sundays, 6:00-6:30 
p.m. During the 13 weeks of cold 
season when Carter was on MBS. the 
firm cleared 510 stations, which pene- 
trated at an economic cost into the 
small towns which the remainder of 
the firms advertising did not touch. 

The appeal of these two programs 
was sufiicienth broad to deliver to 
Carter Products Co. a large audience 
of potential buyers for all its products: 
people over 35 for the Carter Pills, 
y oung girls for Xair depilatory, men 
for RNe shaving cream and a general 
audience for Arrid. 

Miller Hreu ing Co. I Mathi-son and 
V»M»riate*l. recently bought a series 
| of news programs on MBS becau-e 
! the firm feels "that particular net's 
! station-cities closely match the Miller 
High Life distribution pattern. The 
hrewerv found. " \n affiliated local sta- 



tion is better adapted to the task of 
cooperative merchandising with the 
Miller diMril utor than is an even more 
powerful station covering a number of 
Miller markets. ' ; 

The brew en's choice of programing 
is divided between male and female 
appeal becau-e the firm ha- found rap- 
idly increa-ing -ales of beer for home 
consumption, Miller High Life \eivs 
High Lights, featuring Robert F. Hur* 
leigh on MBS Mondaxs. Wednesdays 
and Fridays 9:25-9:30 p.m.. is keyed 
to men: Hazel Markel. MBS Tuesdays 
and Thursdays 12:20-12:30 p.m., 
reache- the women. 

Among Keystone advertisers who 
consider this radio network a regular 
part of their advertising plans are such 
old-time KBS sponsors as Carnation 
Milk, Anahist, Pepto-Bisinol. Van 
Camp Food-. Some 50 advertiser- in 
the food. drug, automotive fields have 
been using KBS for several years at 
a low co»t to insure that sizable per- 
centage of their retail sales which 
stems from that group of consumers 
which no national firm can afford to 
overlook in this competitive vear: the 
citizen of Smalltown, I .S.A. * * * 

WCBS LETTERS 

(Continued from page 49) 

hold tasks to do, comforts' me when 
I'm sick or sleeple-s, helps me to be 
w ell-informed, though domesticated. 
Be-t of it. it never says '1 don't know 
when I want to find out the time, the 
weather or who won the fight! r 

Another housewife emphasises 
radio's constant presence. If y ou rang 
her doorbell, asked her why she liked 
radio, she'd say : 

"Radio is the only on-the-go enter- 
tainment in the world today — and 
most of us are on the go most of the 
time todav . We housewiv es mark 
Anium s words to his friends and 
countrymen about a loan of their 
ears, because that's about all we have 
to lend from dawn to dusk. And what 
can beat the wide range of drama to be 
shured without being chaired? The 
immediacy of news almost as it 
happens ! Music? I can cook to a 
concert. Information and education? 
I can clean while in class. All those 
in favor?- The 'ears' have it! 

Ring another doorbell, and the 
people might stress radio s importance 
to the family as a unit? 

"We like radio in our little family 
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you can 




the 

difference! 

In 1928 there were four television sets 
in the Schenectady area that were able 
to receive this first dramatic program, 
*'The Queen's Messenger," from the 
General Electric Company's experi- 
mental television station. Today 35 6,000 
receivers in the 14,000 square miles 
that WRGB covers, tune regularly to 
the full-time programming of WRGB. 
The vast area of Northeastern New 
York and Western New England now 
sees the difference made by 26 years 
experience in television. Take a closer 
look with your NBC Spot Sales Repre- 
sentative. See the difference WRGB can 
make for you, 




First Generol Electric television droma in the mechanicol scanning days of 1928. 




The regulorly scheduled "Suson Koye Cooking Show" in the WRGB studios of 1954. 



A GENERAL ELECTRIC STATION, SCHENECTADY, NEW YORK 

Represented Nationally by NBC Spot Sales 
New York • Cleveland • Chicago • Detroit 
Hollywood • San Francisco 

THE CAPITAL DISTRICT'S ONLY iULL-TIM TELEVISION STATION 
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because the sound of radio identifies 
some of the happiest and wannest 
moments in our home life. The radio 
is on at night when we are relaxing 
after a long day it awakens us and 
entertains us pleasantly in the morn- 
ing we turn it on during the baby's 
night feeding the children listen to 
it at meal or play time. 

"Radio is a friendly sound a jam- 
Hx sound in our household. That's 
why we lo\e it, and win \sell never 
be without it!" 

You cant draw a graph about the 



phrase "radio is a friendly sound — a 
family sound in our household." But 
you get the idea of radio's importance 
in family life. Here's another example: 

"I like radio because it is an under- 
standing guest who comes into my 
home, entertains me, instructs and en- 
lightens me. Its an easy, relaxing 
guest who doesn't make me sit in the 
living room and give biin my full 
attention, but lets me go on with what- 
e\ er I want to do." 

Listeners who wrote letters stood a 
chance of winning a table model radio 



HERE 




KANSAS 




Westward from a pioneer stone 
fence post stretches 400 miles 
of America s richest wheat lands, 
dotted by farms and small towns. 

This is WIBW-land 100% 

agricultural . . . big scale in its 
operations, its needs, its buying . . . 
with farm income of over $1.5 

billion. 

Many advertisers are "discover- 
ing" this huge, unexploited 
market. At the same time\ 
they're also "discovering" that 
the quickest, lowest cost way 
to sell their product is to use 
the medium that is the first 
choice of these farm families 
themselves— WIBW. 



B W 



Scrviif t*i Stlliftf 

"THE MAGIC CIRCLE* 

Copp« PiWkolioal. Im. • IfH lUCV.Cta Mgr. • WIIW • KCKN 




for the best letter each day (78 radios 
were awarded over the 13-week period 
of the contest). At the end of the con- 
test the two best letters were selected, 
with first prize — a new Mercury car — 
going to a Noroton. Conn, house- 
wife (sponsor, 8 March, page 130). 
A New Jersey policeman won second 
prize, a week's vacation for two in 
Puerto Rico. 

Most of the 78 winning letters and 
many of the others seemed to reach 
the same conclusion as last year's 
Politz stud\- for Henry I. Christal 
stations (SPONSOR, 14 December 1953 
and 10 August 1953). The letters and 
the Politz study both indicate: 

• People with tv sets still listen to 
radio. 

: People listen to the radio while 
doing something else. 

• People say they need the radio 
for information (news, weather, time) 
as well as entertainment. 

• People say radio is a necessity. 
Notice how each of the following 

contest letters emphasizes at least one 
of the four findings made by Politz: 
"A musician and singer, a teller of 
tales 

A breezy dispenser of newsy details. 
1 'list without looking — no time lost 

from chores 
And real eyes might scorn what my 

'mind's eye 'adores 
Am where, anvtime. easv to tote — 



My perfect companion, my 
antidote." 



doom 



"A family of four, including three- 
month-old baby, and a six-room house 
require a schedule. Keeping the radio 
on is a perfect way to keep scheduled. 
Up at 6 with Sterling . . . by Bob 
Haymes time, beds are made, dishes 
done and diapers are spinning. Bill 
Leonard and I bathe baby. Joan 
Edwards and I feed her. Godfrey time 
is Mother s 'tea' time (baby s nap 
time). Make Up Your Mind for 
fish oil and orange juice . . . Rose- 
mary finds us dressed for outdoors. 

■'Noontime. I turn the radio off 
reluctanth. grateful chores made so 
pleasant," 

• * * 

"Because — Because Tin always 
burning, being teacher, housekeeper, 
mother and gardener — because 1 want, 
the news and haven't reading time — 
because 1 must know the correct time 
and mv clocks never swichronize — 
because I must know the weather for 
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WHEN THE PRESIDENT DIED 



Dallas heard 
it before 
Washington 



Within a minute of the wire that told of 
President Harding's death, Dallas heard the 
news. A WFAA newscast was on the air 
— and WFAA was first in the nation to an- 
nounce the president's passing. 

It's a long way back to Harding's death 
in 1923. The cumbersome TRF set and the 

parlor it graced have disappeared. But 
radio has since become part to most every 

phase of human existence, with the news 
broadcast an important means of immediate, 

mass dissemination of the news. 

WFAA earns its welcome into listeners' 
homes. In times of emergency or distress 

Southwesterners turn first to their 
"neighbor of the air" for help. In December 

a lost boy was found within the hour by 
a m?n who heard the youngster's description 

on WFAA's 7 :00 AM news. A week later 
the wreckage of a missing plane was located 

when a farmer who heard the crash asso- 
ciated it with a WFAA report. And just be- 
fore Christmas WFAA arranged for a 
mother's appeal to reach across the seas to 

her son — one of the 22 Korean Veterans 
who chose Communism. 

There are six veteran newsmen who re- 
port, re-write and edit the 26V-> hours of news 

broadcast on WFAA every week. The 
people of the Southwest depend on WFAA for 

the complete story of newsworthy events 
of local or world-wide significance. 

One af a series: WFAA's established leadership in the Southwest 



WFAA 

820 • 570 

50,000 WATTS 5000 WATTS 

DALLAS 
NBC • ABC » TQN 




ALEX KEESE, Station Manager 

EDWARD PETRY & CO., National Representative 

Radio Services of The D0//05 Morning News 
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TALK IS CHEAP 

(but RESULTS are beeg!) 

when you advertise your product over 
KIFN . . . Arizona's only full-time 
Spanish-language station! 

Si, senor . . it costs surprisingly leetle to 
tell your sales story to Arizona's 85,000 
Spanish-speaking people! But the results . . . 
ah, amigo, the results will warm your heart 
like tequila! 



Ask coffee-man Senor 
Folger, who sold 708 
pounds of coffee to Phoe- 
nicians from iust 27 spots 
on KIFN' Ask Moe's Food 
Fair, which sold 2500 
pounds of pinto beans 
(along with other adver- 
tised items) in one week- 
end' Or ask the very 
pleased boss-man of 
Quality Furniture who re- 
ceived 220 letters from 
prospective customers, 
from a single musical quiz 
program on KIFN ! 



Ah, yes. amigo the 
KIFN audience listens . 
and buys ! S20.000.000 
was spent by Spanish- 
speaking Arizonans for 
goods and services last 
year' If YOU want to sell 
this rich market, you're 
wise to speak its lan- 
guage 1 (We translate your 
message into Spanish for 
free broadcast it over 
KIFN for a minimum 
charge. (Compare and 
see 1 ) 




ASK THESE YANOUIS ABOUT KIFN! 



NATIONAL TIME 
SAIES 
17 E 42nd St 
New York, 
New York 



HARlAN G OAKES 
AND ASSOCIATES 
672 Lafayette 
Park Place 
los Angeles, Calif. 



KIFN 

860 Kilocycles • 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 



driving over a treacherous hill be- 
cause I'm interested in polities and 
can't keep up with tliem outside — 
because, 1 love the theatre and can t 
afford it because, I'm interested in 
new merchamliVe and can t simp 
around becau-c, 1 like music and 
can't make it because. friendly radio 
\oices arc company when I'm alone — 
and because television hurls my eyes 
I love radio." 

# » » 

"My reasoning is simple. In '28 we 
were married, we >elccted radio along 
with our modest home furnishings. 
Ever since, radio has been a natural 
part of our lives. I recall how vitally 
important it was to us then. 

"As the babies came, it ne\er 
dawned on us to hire 'sitters.' We had 
e\er\ thing. happy home life and al- 
ways- fine radio entertainment. 

"Today, things are different. Finan- 
cially comfortable, we own six radios. 
Our children grew up, went to college 
and studied with radios playing. 

"1 belic\e and hubby agrees, that 
radio has helped us remain a happy, 
united family." 



HUDSON DEALER 

{Continued from page 45) 

Moran's personality probably had 
more to do with the success of his 
television efforts than any other single 
factor. Jim says the secret of his ap- 
peal lies in the fact that he's "always 
himself/' 

He points out, "I've never taken a 
diction or dramatic lesson in my life. 
And I never will."' It s the "Common 
Joe" touch that gets him across to 
viewers. His occasional grammatical 
lapses and mispronunciations give his 
audience a sense of per>onal identifi- 
cation, add to the believability of his 
messages. 

The ke\ to his success on tv lies in 
his ability to relax before the camera 
and speak to \iewer~ with sincerity 
and conviction, exactly a;, be would 
if he were in the showroom. 

Jim says. "It seems to us that the 
ideal climate for selling merchandise 
would be to be able to bring every pos- 
sible customer into our place of busi- 
ness where we could demonstrate our 
product and tell our sales ~tory. Since 
this iv impossible, we use tv to bring 
out sales room to our prospects. That 
is why we try to do such a good job 



of lighting our cars and displaying 
our wares — and why we avoid the use 
of b igh pressure and gimmicks and 
by sterical-t vpe sell. 

''We don't use high-pressure sales- 
manship because we would never talk 
or act like that with folks who walked 
in our front door." 

Jim's casual manner carries over in- 
to his stint as m.c. on Courtesy Hour 
and Barn Dance, and he dons Western 
garb to get into the mood of the show 
on the latter. 

Moran thinks he's found the perfect 
-olution for reaching the greatest 
amount of adults through his program 
lineup because ''there's enough variety 
so that there's something for everv- 
one." The three types of programs — 
movies, variety acts and farm jam- 
borees — ha\e widely varied appeal. 

The commercial copy itself on all 
three shows stresses exclusive features 
of Hudson models as well as such fac- 
tors as price, trade-in allowances, de- 
pendability. All are written in an 
easy-going, low-key sty le that i* much 
the same as ordinary conversation : 

"I know man) of you folks are curb 
ous to know just bow much your car 
is worth on the market and in trade. 
Well — there isn't a better time than 
right now to find out because we are 
very glad to go on record telling you 
exactly how much the car vou now 
own is worth — on our 1954 Hudson. 
To begin with, the most popular cars, 
the cars more people buy are the three 
so-called lowest-priced cars. Now the 
reason for this is very simple. It just 
seemed to be the only new ear you 
could afford — so you bought it. It 
may not have had all the luxury vou 
wanted. It may not have had quite 
the performance you hoped for and it 
may not have had all the room and 
comfort yon w anted. But did y ou 
know that von can move up into a far 
more luxurious automobile — a far 
more handsome automobile — a far 
more exciting automobile — for less 
money? It s true and right now — I'd 
like to have vou compare the car you 
own with our 1954 Hudson. . . ." 

Moran cross-plugs the shows during 
the commercial to stimulate viewer in- 
terest in an attempt to increase the 
number of advertising impressions per 
person. If the same person hears Cour- 
te-v Motor commercials on two differ- 
ent ?hows each week, he's more likely 
to remember sales arguments, becomes 
a better sales potential. 
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Which Kansas City radio station reaches 
the largest number of daytime listening 
homes in rural and small city Mid- 
America — seven days a week — the year 
around ? 



KCMO, Kansas City's only 50,000 watt 
station. The 1953 composite Conlan 
"Study of Listening Habits" in Mid- 
America rates KCMO over all other 
Kansas City stations. In fact, KCMO 
serves a larger Mid-America audience 
than any other station heard in the area. * 
Simple sales arithmetic shows that KCMO 
is your best buy in the rich, expanding 
Mid-America market. 



'There's good reason, too. For information on how 
KCMO's bright, fresh programming commands the 
loyalty of Mid-America's largest audience, contact 
KCMO or the Katz agency. 



KCMO 

radio 

50,000 Watts at 810 Kc. 

125 E. 31st St., Kansas City, Mo., or THE KATZ AGENCY 

"Jf's a Meredith Station 
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Occasional!) Moran uses giveaways 
to test the pull of his various programs 
and determine their cmupanitive ] jo|>- 
ularity. One such offer involved one 
announcement that free yo-yo's would 
he given to children who visited the 
showroom over the weekend with their 
parents. Over 5,000 yo-yos were dis- 
posed of during the following week- 
end and Moran had to purchase 3,000 
additional toys to meet the demand. 



Alertness to trends and willingness 
to experiment characterize Moran's 
business ventures as well as his televi- 
sion efforts. 

Jiin began his business career after 
high school as a gasoline pump at- 
tendant. Within a few jears he had a 
station of his own and two years later 
he owned three stations. After a stint 
in the armed forces during World 
War 11 Jim opened his own Ford agen- 



7bpekd's top station 




You'fte on the rifyt 
with WREN* , . . choice fot 
BUDWEISER'S CARDINAL GAMES 

Once again, WREN's tops for spring and summer- 
time listening, with a full schedule of St. Louis Car- 
dinal games, in a red-hot Cardinal territory. Cash in 
on this big audience. Write for good availabilities 
around the Cardinal games. 

REPRESENTED BY WEED & COMPANY 




5000 WATTS 



TOPEKA, KANSAS 



cy in suburban Chicago Heights. 
Shortly afterward he bought the Hud- 
son agency which at the time consisted 
only of one small building. Now his 
business takes up a full block and he 
has 400 employees. 

.Moran's television appearances are 
not confined to selling Hudsons. He's 
become a civic personality through 
such activities as telethons for the 
Cerebral-Palsy foundation, various 
cancer research organizations and the 
City of Hope. He has become so well- 
known a personality, in fact, that he 
was recently asked to run for ina)or. 

.Moran was one of the forerunners 
in the growing trend for the use of 
air by auto manufacturers and dealers, 
and he was one of the first of the "per- 
sonality" auto salesmen. All his chief 
competitors in the Chicago area now 
have regular air schedules. 

Auto manufacturers as a group have 
become more and more air-conscious 
in recent years as the supply of cars 
has caught up with — and is now over- 
taking — demand. During the first 
eight months of 1953 auto manufac- 
turers more than doubled their gross 
network time billings for the same 
period of 1952. In 1953, the figure is 
SI 1.884.278; for 1952, $5,772,834. 
(See "Automobiles on the air," spon- 
sor, 16 November 1953, page 43.) 



WEEK AT AGENCY 

(Continued from page 39) 

looked over at the battery of clocks 
behind Garroway's tv desk. 

"Let's go grab some breakfast,*' he 
said. 

It was 10 minutes after eight. The 
sun was up, people on their way to 
work were staring through the huge 
glass windows at Garroway; the Telop 
One Club was in full swing. 

I was hungry. I realized. 

;jc ;jc 

Two-Sixty Madison Avenue is orre 
of the new crop of "junior sky- 
scrapers" in Manhattan. It stands like 
a glass-and-stainless-steel wedding cake 
at the corner of 38th Street and Madi- 
son Avenue in what used to be the 
quiet residential section of Murray Hill 
back in the Life With Father era. 

The fourth and fifth floors, and part 
of the third, are occupied by Cunning- 
ham & Walsh, an ad agency that is a 
lineal descendant of the Newell-Em- 
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SAYS CHUCK WILDS OF 
N. W. AYER, 



"doesn't hesitate to use the 
teletype or telephone when a 
quick decision is needed 
from a station." 
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EPCO believes in fast 
action, In the fast-moving tv and 
fields the alert rep 
must render service 
a moment's notice. 
This is the Pearson po 
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radio and television staticn representatives 



NEW YORK • CHICACO • MINNEAPOLIS • DALLAS • LOS ANCELES • SAN FRANCISCO 



NEW ARRIVAL! 



...BIG CHANGE 
AT WVET 




Yes, tlie station with inoic loc;il 
accounts than any other THREE 
Rochester stations put together 
has joined America's livest net- 
work! Result: — improved pro- 
gramming . . . e\er increasing 
audience . . . better-than-ever- 
buys for advertisers in the rich 
Rochester - Western N'cw York 
market! 

. 5000 WATTS • 1280 KC. 

Change * 
To / N 
WVET 
Now 




IN ROCHESTER, 



Represented Nationally by 
THE BOLLING COMPANY 




■ *- 

• l\ Reasons Why 

5 The foremost national and local ad 

aay vertisers use WEVD year after 

|0| year to reach the vast 

£ Jewish llarkel 

^0 of Metropolitan New York 
J^rr I. Top adult programming 

2. Strong audience impact 
3. Inherent listener loyalty 
4. Potential buying power 
Send for a copy of 
'■WHO'S WHO ON WEVD" 
HENRY GREENFIELD 

Managing Dlr**lor 
WEVD 117-119 46th Si. 

Nr. York 19 




iiiett agency founded in 1910. The 
agency employs 320 people, of which 
37 have been with Newell-Emmett and 
C&W for over 20 years. Fred Walsh, 
(he president, and Jack Cunningham, 
executne vice president and opera- 
tional head, have been with the firm 
since the start. 

C&W is not a "big"' agency in the 
sense that T hompson, McCann-Erick- 
son, Y&R, BBDO and a few others are 
"big." It does not have a string of 
branch offices (although it has a 
"'service office" in Hollywood) around 
the world. It does not have a sharply 
defined hierarchy and extensive depart- 
mentalization. 

But it is far from small. This year, 
Cunningham & Walsh will handle 
about S 13 million worth of advertising 
from 33 clients, of which about 40 c /c 
will go into radio and television, both 
network and spot. A dozen clients of 
the agency are active in air advertising. 
They range from the Bank of -Manhat- 
tan, which spends about of a 
$550,000 budget in local (New York) 
radio-tv spot campaigns, to giant Lig- 
i gett & Myers, the agency's biggest 
account, whieh spends about half of 
I a SPONSOR-estimated $13,000,000 in a 
long string of net and spot operations. 

Fortified with bam, eggs, coffee and 
toast, I arrived promptly at 9:00 a.m. 
on Monday March first. The lobby 
was emntv exeent for eisht red-headed 
elevator operators who looked like air- 
line hostesses in their cream-colored 
uniforms. This was the building's 
''gimmick," I learned; there were eight 
more red heads on the other shift. The 
starter, a Technicolored magnificence 
in his white cap and jacket with red 
trim, blue trousers and blue tie, nodded 
pleasantly. He had brown hair. 

At the fourth-floor reception room, a 
simple lounge in wood paneling and 
pastel greens, I was announced to 
Howard Johnson, the agency's public 
relations director who had been desig- 
nated to -bow me around. 

"People always think I'm the guy 
who rims the roadside restaurants," 
he told me as we started down a long 
corridor to the southeast eorner of 
the building. 

Agencymen were arriving in their 
j offices, settling down, drinking coffee, 
reading papers and memos. I caught 
quick glimpses of offices as I went past. 
Buff and terra-cotta. Cool greens. 
Beige rugs. Mahogany desks. Modern 
hut not modernistic. Comfort but not 
luxtirj. Huge picture windows. Air 



conditioning that hadn't taken the 
weekend chill out of the place. 

" TTiis will be your office," said John* 
son, stopping finally before an empty 
office on the 38th Street side. "One of 
the girls from my department works 
here. Joanne Keene. She's away for 
a week." I stared at a pile of toddler- 
sized dresses on top of a filing cabinet 
and at some swatches of material on 
the desk. 

"Joanne handles special promotions 
with women's magazines. She's our 
sewing expert." Johnson explained. He 
produced a big pile of newspaper 
clippings, biographies and back issues 
of trade publications. 

"Now that you re a junior executive 
here," he smiled, "you'll want to get 
yourself oriented a bit on the history 
of the agency. I've scheduled an 
appointment for you this morning with 
Jack Cunningham and one this after- 
noon with John Sheehan, our radio-tv 
director. Read through this stuff and 
give me a call when you're ready." 

An hour later I felt ready, and dialed 
Johnson on 245. 

He said, "We've got a little time, so 
I'll give you the Forty Cent Tour." 

"We moved in here in July 1952," 
Johnson called over his shoulder as we 
took off at a fast trot. "Our part of 
the building was designed specially for 
us. You're on the fourth floor. Along 
this part of the Madison side are media 
executives, including Newman Mc- 
Evoy, our v.p. and media director." 

He waved to McEvoy, a tall, angular 
man with close-eropped gray hair who 
looked over the top of his glasses and 
waved back at Johnson. Several junior 
executive Upes, in dark flannels and 
tweeds, were busily discussing some- 
thing with McEvoy. "Media group 
meeting," said Johnson. 

"On the north side of the floor is 
the Liggett & Myers department — 
account men, art and copy, L&M pub- 
licity*, radio-tv, production — and Fred 
Walsh's office. He's our president and 
top man. with E. H. Ellis, on the L&M 
aceount,'" he said as we hurried along. 

We passed executive offices, bull 
pens of secretaries and media buyers, 
a huge art department busily creating 
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CAME THE DELUGE! 



To get an up-to-date line on "who's listening 
and where'," the Doiihle Cola people, through 
their agency, Noble-Dury and Associates, Inc., 
ran a 10-week contest on Double Cola's Double 
Pleasure Party (Gs 15-0:30 p.m. Saturdays) 
starring the inimitable Little Jimmy Dickens. 
Then, according to Double Cola's Bob Ashley, 
"came the deluge!" — more than 20,000 entries 
from 34 states and one foreign country — more 
proof that they're listening to WSM not 
only throughout the Central South, but 
in many other states, too! 

To give your product a ride on 
this powerful beam, talk to Tom 
Harrison or any Petry Man. 
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Giesterfield ads. an eat-in lunchroom 
(for C&W-ites who are in a hurry), 
mail room, mimeo, checking and hilling 
departments communications. 

Johnson paused, and cleared his 
throat discreetly. 

'"We're very informal here," he said, 
"hut you might as well learn which 
men's room to use."' He pointed down 
a hall. "That one." 

*\Ve were now ahout a hlock from the 
office assigned to me. 

"1 here's another and fancier one on 
the Madison side," he added, "hut it's 
for high hrass. We have a special 
super executive john on the fifth floor, 
complete with shower, lounge and har. 
hut that's resened for clients." 

We went through a door into the 
entrance hall. An elevator stopped. 
We stepped in. "Fi\e" said Johnson 
to the red head in charge. 

C&W's fifth floor is like the fourth. 
More executive offices along the Madi- 
son side, the research department (in 
process of moving to the third floor), 
the radio-tv department (other than 
L&M), audition room, copy-art con- 
ference room, more art and production 
offices, personnel, the famous C&W 
oval conference room (walnut walls 
with a huge oval Korina tahle big 
enough to seat 25 people), and. of 
course, the client lounge and shower. 

Outside the conference room, a sec- 
retary stopped us. 

"Mister Cunningham will see \ou 
now," she said. 

* * * 

John P. Cunningham at 57 is the 
operational head of C&W. A relaxed 
iN'ew England Yankee who likes to 
wear casual tweeds in the office, he was 
sitting behind a huge mahogany desk 
that looked big enough to use as a 
badminton court. 

"Come in," he shouted through the 



open door of his office. 

1 suddenly realized that all the doors 
of all the executive offices I had seen 
had been open. 

Cunningham put down a pink coffee 
cup that could have doubled as a small 
bird bath, crushed out an I.&M filter- 
tip cigarette and waved us to a big 
foam-rubber sofa near his desk. Ex- 
cept for the desk, the room could have 
been the lning room of a wealthy 
bachelor's apartment. 

''So, you're going to work heie for 
a week, eh?" he chuckled. His accent 
was Rostonian. I lis face was still 
brown with what looked like a Florida 
tan. 

"Let me tell you a few things about 
how this agency operates," he said, 
lighting an L&M and offering me one. 
"This is not a one-man shop. I'm not 
'the boss" end neither is Fred Walsh. 
1 his agency is run by a management 
group of 12 directors, eight of whom 
are creative guys. Writers, artists, 
radio and tv gu\s. These eight men 
probably spend 90% of their day 
producing advertising for Cunning- 
bam & Walsh clients, in addition to 
guiding the agency. 

"We have a democratic t_\pe of man- 
agement. It makes us very flexible, 
and gives us plenty of room to grow, 
even though we're a pretty good-sized 
agency right now. We estimate that 
we're now tenth among agencies in 
radio-tv billings and seventeenth in 
total billings. 1 also think we're bal- 
anced nicely media-wise. About 40% 
of our total billings are in radio-tv. 
If we were 50% or 60%, like some of 
the big soap agencies. I'd think we 
were getting a little top-heavy. 

"On the other hand," said Cunning- 
ham as he looked reflectively at the 
big pink coffee cup, "1 want you to 
know that we think radio and tv are 




ven important media. In fact, 1 feel 
that television will ultimately become 
the country's top advertising medium, 
closely supported by radio. 

'"We re entering an era now where 
air media are being developed so that 
clients can buy on an insertion basis, 
with program content control being in 
the hands of networks and stations. 
When you buy air media in the near 
future, you'll be buying audiences. 
Kates will be geared to audience sizes. 
Small clients as well as big clients will 
be able to use all kinds of air adver- 



tising. 



He paused and looked at me directly 
from under thick black eyebrows. 
"There's something else about the 
ageney you ought to know. Someday 
our junior executives will run this 
agency. Meanwhile we want them to 
be loyal to the agency not just loyal 
to a bunch of old men. 

"Our junior executives and operat- 
ing executives help determine agency 
policy to quite a degree. For example, 
we may be considering an account. 
Now, our usual bench-mark for taking 
an account is $200,000 in billings. Sup- 
pose this account is only S100,000. 
Should we take it? Can we help such 
a client develop his sales to the point 
where his advertising appropriation; 
will be a half million? 

"I d never make such a decision all 
by myself. I'd walk down the aisle 
and call as many executives out of 
their offices as I can and we'd have a 
shirt-sleeve huddle. We seek the opin- 
ions of younger men and we let them 
spark ideas. In other words, if you 
have a hot idea while you're here, pass 
it along. Do you see what I mean?" 

I told him I did. Mr. Cunningham 
squinted out at the bright morning 
sunlight on Madison Avenue, five floor 
below. "Fine." he said. "This after- 
noon we'll put you to .work." 

5$: 

I had been assigned to John Shee- 
han. a big, hearty Irishman who once 
ran the OWl's wartime radio efforts 
and who now heads up the radio-tv 
operations of C&W on all general 
accounts, except L&M. It was mid- 
afternoon. I was sitting in Sheehan's 
office, which is on the Madison side of 
the fifth floor. 

"We've all got to be alert to all of 
the radio-tv possibilities of all of our 
agency accounts," he said. "Some- 
times \ou'll find it's a matter of edu- 
cating the client. But it isn't a formal 
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drive. Liggett & Myers is one of the 
most active accounts in radio and 
television. But we've managed to 
develop a good basis of participation 
by many other clients in air media. 

"Our general raclio-tv department 
may sound small at first, considering 
this is a forty-million-dollar agency. 
But Liggett & Myers is handled by a 
special group run by Win Case and 
Norm Gort and raclio-tv buying is 
handled by the media department. Our 
job is to create and supervise. 

"In this department there's Dave 
Lewis, who's pretty much my right- 
hand guy; Tom De Huff, who works 
mostly on tv; Joe McDonough, who 
works mostly on radio, and me. And 
you. Actually, we can expand at a 
moment's notice when we have to. 
Many of our copy and creative and 
account people have extensive back- 
grounds in radio and television. In 
fact, when we're all putting our heads 
together on an air campaign for a new 
account I'll have as many as 15 people 
in my office. 

"We try," he said, echoing some- 
thing Jack Cunningham had said a 
few hours earlier, "to be informal, to j 
get ideas from a creative group." 

He looked up as a tall slim man with I 
horn-rimmed glasses, a neat mustache, 
and a well-tailored gray suit entered 
through the open door. 

"I've got those Cliquot Club film 
spots, John," said the man with the 
mustache. "Are you free to have a 
look?" 

Sheehan introduced us. The visitor 
was Dave Lewis, formerly radio-tv 
director of the Caples agency. i 

"We've just acquired the Cliquot j 
account," said Sheehan. "These are 
some tv commercials done for them 
by their former agency. We want to 
look them over to see where we're 
goin gin the future. We can run them 
off in the audition room." 

We started out of the room. As we 
walked along, Sheehan turned to me. 
"There's one thing Jack Cunningham 
always tells us. You should know it 
.too." 

"What's that?" I asked. 

"When you're in the Cunningham 
& Walsh offices, it's as if you're on the 
client's payroll. You're an 'agency- 
man' in the client's office." 

We went into the audition room, 
a brown-and-gray room with cork 
walls that looked as though it might be 
the executive preview theatre of 
M-G-M. In one corner sat a 24-inch 
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-K KOIN-TV is Oregon's most 
powerful station 

KOIN-TV's strong 56,000 watt signal 
(soon to be 100,000 ERP) plus a tower- 
ing antenna height of 1,114 feet above 
average terrain is resulting in effective 
coverage of far more area in the rich 
Oregon and Southern Washington mar- 
ket than any other Portland station. 
Set sales are skyrocketing! 

KOIN-TV is Portland's only 
VHF station 

KOIN-TV's sharp VHF signal is the 
only television reaching many shadow 
areas. Reception and picture quality are 
excellent. 

^ More people mean more sales 

KOIN-TV's tremendous coverage — 
its great lineup of CBS and selected 
ABC shows, as well as solid local pro- 
gramming has built a loyal, responsive 
audience. Write, wire, or phone for 
availabilities and complete market data. 
KOIN-TV is your best buy in this rich 
Oregon market. 



KOIN-TV 

CHANNEL 6 • PORTLAND, OREGON 

Avery -Knodel, Incv—National Representatives 
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tv set; in the center of the wall, below 
a pull-clown movie screen, was a big 
radio-phonograph that would delight 
the heart of any hi-fi fan. Since I 
am an elec tronic hobbyist, I was drawn 
to it like an iron filing to a magnet. 

1 looked at it reverently. Slieelian 
caught ni) eye. '"It co^t over 2.000 
bucks/' he said. 

Others trooped into the room. Bud 
Baker, the account executive. Joe 
McDonoiigh, a writer-producer. Joe 
went into the projection room and we 



settled ourselves in chairs as the house 
lights dimmed. 

On the screen, a minute commercial 
unfolded. It was a gimmicky spot 
which featured a young boy dressed 
up like an Eskimo. In the background, 
a quartet extolled the virtues of Cliquot 
Club l^erages to the tune of Jingle 
Bells. This was followed by a 30-second 
commercial that was a cut-down ver- 
sion of the minute film. The lights 
went up, and the discussion started 
briskly. 



'Still Openings" 
IN the BLUE RIBBON LIST 




NATIONAL SPOT 
ADVERTISERS 
Americon Chili 
Bulova 
Du Pont 
Folstoff 
Folgers 

Ford Motor Company 
Griffin 
Kools 
Kroger 

McKesson Robbins 
Nabisco 
Pepsi-Cola 
Phillips Petroleum 
Proctor & Gamble 
Safewoy 
Opening . . . 
Opening . . . 
Opening . . . 
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Join this parade of successful advertisers! Prestige 
accounts build better results. KTVH business offices in 
Wichita and Hutchinson; studios in Hutchinson; Howard 
O. Peterson. General Manager. 
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CBS BASIC -DU MONT — ABC 
REPRESENTED BY H-R TELEVISION, INC. 

COVERS CENTRAL KANSAS 



"W e might do something with that 
jingle,"' said Bud Baker, a small man 
in a pin-stripe suit. 

'*\Ve might. But I'm always a little 
leery of public domain tunes,'' said 
Sheehan. 

'"Isn't there a certain incongruity in 
that spot?'' said Dave Lewis. "I mean, 
where the Eskimo boy says Cliquot is 
a 'good mixer.' Should n kid like that 
be talking about making highballs?" 

Bud Baker jotted something on a 
piece of paper. 

Joe McDonough appeared from the 
projection room. "Since the Eskimo 
is their trademark gimmick, majbe it 
would look better with animation 
instead of a live actor." The group 
discussed this briefly, and it was 
decided that some animation ideas 
might be worked out. 

Dave Lewis produced a red Vim lite 
transcription. "This is the lead-in they 
used with the Cliquot Club Eskimos, 
back }ears ago. I think it s kind of 
bouncy. Might be a jingle in it.' He 
went over to the hi-fi player, put the 
transcription on the turntable and 
plaved with the controls. "Listen to 
this." 

The record spun. Out of the speaker 
came a bouncy tune that sounded like 
soundtrack music for an early Mickey 
Mouse or a favorite dance tune of the 
late George Washington Hill. It was 
punctuated by jingling sleigh bells, 
cracking whips and the intermittent 
bark of a sled dog. 

"I think a new arrangement could 
be made of that." said Lewis. "We 
could work up a jingle to fit it." 

"What kind of a jingle?" asked 
Sheehan. 

Lewis obliged, playing the record 
again. Lewis' jingle was strictly ad- 
lib. He used the dog's bark as a 
device to emphasize "Cliquot Club." 

"Shall 1 sing it again?"' Lewis asked. 

Sheehan looked at his watch. C&W 
knocks off at five. It was about 10 
after five. 

Sheehan chuckled. "O.K. Dave* 
You're on your own time. Sing it in 
Eskimo. ' 

Bud Baker grinned. "Eve got a 
better idea. Dave," he said. "Show 
'em all how versatile you ave. Sing it 
in Dog." 

* * * 

A good research department is to an 
ad agency what the Intelligence section 
is to a military task force. Targets 
are scouted, measured, defined; clues, 
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WWJ-TV celebrates its 7th Anniversary this month. 

Beginning in 1947, and for almost two years, WWJ-TV was 
Michigan's only television station, the pioneer in building program- 
ming concepts and the desire for set ownership. 

Affiliation with NBC-Television in January 1949 gave to Michigan 
viewers their first network programs. Ever since, audiences have 
welcomed WWJ-TV's local programs and the outstanding products of 
NBC showmanship, side by side, 

WWJ-TV is proud to be part of television's expansion and devel- 
opment in the great Michigan market, and is equally proud of an 
abidingassociation with television's greatest leader and pioneer . . . N p B]C! 

At the start of its eighth year, WWJ-TV, Michigan's First 
Television Station, salutes the National Broadcasting Company . * . 
a stellar companion in progress. 



In Detroit . * , 
You Sell More 

WWJ-TV 

NBC Television Network 
DETROIT 
Associate AM-FM Stolion WWJ 

FIRST IN MICHIGAN • Owned and Operated by THE DETROIT NEWS • National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 
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data, survfjx are sifted and fed to 
planners. Cunningham \ Wal*h's 27- 
mati research department, headed b\ 
Gerald W, Ta<kt*r. is no exception. 

h was to the research department 
that 1 went on the morning of Tuesday* 
the second of March. 1 explained to 
Ta>ker win 1 wa« at C\W for a week 

•something 1 was getting good at. 
since Td heen doing it w ith even one 
1 met and s a t hack while he told me 
how his department worked. 

"We check on all kind.- of things 
for the agenr\ and for clients." said 



Tusker. He is a re:«earch veteran who 
conducted the first coa>t-to-coast coin- 
cidental radio check for L&M in the 
da\s hefore there were rating -ervices. 
"W e might have to make a suney for 
reaction to a new product. We just 
did one like that for Colgate on 
whether Super Suds' new detergent 
should he hlue or white. We compile 
rating histories of show* and time 
slots, pre-test commercial- and >tudy 
the kind of impact on consumers that 
different media have. 

" \ lot of our research work, natu- 



rally, is in connection with radio and 
tv. We use Pulse local radio ratings, 
Hooper's radio-tv ratings and American 
Research Bureau's tv ratings. We also 
use Nielsen Coverage Service, Rora- 
haugh, Executives' Radio Service, 
Media Records and Schwerin. In 
addition, we maintain a large library 
of radio-tv data provided by networks, 
stations and the trade press. 

"Seven years ago we set up Video- 
town in New Brunswick, X. J. As you 
know, it's a probability sample of New 
Brunswick, which in turn is roughly 
a cross--ection of the U. S. With this 
as our barometer, we carefully watch 
for important trends in radio listening 
I in tv homes, in acceptance of tv pro- 
I gram types, color tv and living habits 
I in tv homes. 

"We've learned a great many inter- 
esting things from Videotown. For 
example, we've learned that there is 
considerable radio listening, particu- 
larly on a multiple-set basis, in tv 
homes. We've also learned that daily- 
routine of housewives has changed as 
a result of tv. Nowadays, they do more 
work in the mornings, less in the after- 
' noons, more in the early evenings and 
less at night than they did seven years 
ago. This gives us an important clue 
as to when we are likely to reach them 
best either by radio or by television." 

He paused, and pulled out a big chart. 
On it were bar charts which showed 
the ow nership of various durable-goods 
categories. Tasker pointed to the chart 
and said: 

"This is something new. We've 
learned so much from Videotown, our 
own research baby, that we've set up 
a somewhat similar 'town' out in the 
Midwest. This one is a study of durable 
, consumer goods — rugs, china, silver- 
ware, radios, tv sets, autos and other 
items. Now that we've got the Univer- 
sal Pictures account, we're thinking of 
setting up still another 'town' to study 
movie attendance over a long period of 
time. 

'"When we turn up an interesting 
trend or valuable piece of research, we 
usually circulate a report around the 
office. Our Department sits in on big 
meetings with clients and often viorks 
very closely with the radio-tv depart- 
ment. For instance, we helped them 
work out a three-way sponsorship 
arrangement for Chesterfield, Narra- 
gansett Brewing and a major oil com- 
pany by which each of the three 
sponsors gets almost as much impact, 
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and only ONE 
television station 
effectively covers 
CHARLESTON, 
West Virginia! 



WKNA-TV 

Charleston's OWN 
Television Station 



*&at*d on actual tun/my mad* 
by o hading radio mnginmtring 
firm, (nam* sent an rtqumtt) 
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WKNA-TV 

tho personality 
station 




No matter how you try, you 
can't cover West Virginia's first 
market with any television 
but Charleston's OWN station! 
Only WKNA-TV has the 
"power"* to do it . . . with 
strong signal, three network 
tie-ins and choice local 
programming "slanted" to and 
for the Charleston market. 
Get the facts today on how 
easy it is for you to share in 
over $620,000,000 a year 
this market has to spend. 



Joe L Smith. Jr. Incorporated 

Represented nationally by 
WEED TELEVISION 
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Flash! 

Latest Conlan Survey (Nov., '53) gives 
WDAY-TV the foil owing Share - of - 
Audience in Metropolitan Fargo: 

TOTAL AFTERNOON 98.8% 

TOTAL NIGHTTIME .... 99.1% 




-TV FARGO, N. D. 

' ON FULL POWER 



(UP FROM 13,000 TO 65,000 WATTS) 



AND CARRYING PRACTICALLY 
ALL TOP-RATED PROGRAMS 

FROM ALL 4 NETWORKS 

(AND LEADING FILM PRODUCERS)! 



Affiliated with NIC • CBS • ABC • DUMOMT 

FREE A PETERS/ INC, Exclusive Notional Representatives 



at: a loner price, as lie would if lie \va< 
in a two-way sponsorship. We divide 
the game up into sets of three innings 
and rotate the client positions. 

"This year we're going to cheek 
again to see how well this has worked 
out. We'll he checking soon in oui 
\ ideotown re-e;ir<h for 1954. And. 
there are always client surveys, product 
surveys, pre-testing of commercials 
and depth interviews with consumers. 
So we stay pretty busy." 

This sounded a little like a polite 
hint. And Tasker is a vice president 
of the agency. And the research depart- 
ment was due to nnne in the next day 
or so to quarters on the third floor. So 
1 thanked him and went back to my 
olfice. 

* * * 

1 got my second work assignment 
Tuesday afternoon. 

The job: to prepare a story board for 
a 20-second tv "Christmas Club" com- 
mercial for The Bank of Manhattan 
Co. 

The assignment was banded out at 
one of those informal '"meetings"' 
which 1 was beginning to realize were 
pretty much the standard way of im- 
parting knowledge or orders at C&W. 
In a matter of minutes, the radio-tv 
department was assembled inSbeehan's 
ofhee. Sheehan took charge. 

"Ordinarily," he told me, "a group 
meethi<r like this will kick ideas hack 



and forth. No one guy will 



really 
But, 



story- 
small 



'produce' an entire commercial 
since you're new here, you're going 
to do a solo flight on this one." 

lie handed me a big black 
hoard pad, and a number of 
space ads used by The Bank of .Man- 
hattan Co. in New York dailies. 

"This account uses a special grease 
pencil technique in their space ads. 
which we took over last fall. It's a 



sort of deceptive simplicity, since the 
art is done by some of our top guvs, 
1 want you to work up a tv commercial 
for Bank of Manhattan's Chri-tinas 
Club promotions, which will start in 
December. You'll follow the same basic 
approach as in the newspaper ads, 
since the grease pencil art has now 
become identified with the bank. Keep 
i:n mind that you're talking to both 
men and women. Don't be too slick or 
loo cute.'" 

He tapped on the storyboard pad. 
"Don't forget that you've only got 20 
seconds of visual and 18 seconds of 
audio. So keep it simple." 

Back in my office, I read my way 
through the two-dozen small space ads 
and the sample story board Sheehan 
had given me, and started to put some 
ideas down on paper. It's hard to be 
Christmas) in March. 

At the same time, I tried to keep 
track of my thought processes for 
purposes of the article for sponsor. 
1 felt a lot like a doctor who was taking 
out his own appendix. 

^ ^ % 

Next morning, after some plain and 
fancy doodling, I bad my storyboard 
worked out for the Christinas Club 
commercial. This was the gist of it: 

The first panel showed a bare tree. 
The next two panels showed a slate 
on which animated figures multiplied 
out "S2 times 50 weeks equal SI 00." 
Then I switched to a sketch of the 
same tree now covered with dollar 
bills, and followed this with sketches 
of the bank, of a man entering the 
bank, and winding up with the bank's 
plaque. 

The audio took ofl from "Wish 
money grew on trees?" and went on 
to spell out bow Bank of Manhattan's 
Christmas Club could help two bucks 
grow to a hundred rn a year's time. 
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with no fees and charges. 

In the afternoon, I managed to get 
hold of Sheehan and Bank of Manhat- 
tan's creative account executive, Jack 
Williams, and show them the story- 
board. 

They gave it to me nice and straight. 

"1 like the slate idea," said Sheehan, 
"but )ou jump into it too quick. There 
isn't enough relationship between the 
nioney-on-trees question and the slate 
gimmick. Your answer doesn't satisfy 
the curiosity I've built up. You've got 
to get across the idea sooner that the 
man from Manhattan can help you 
build up a Christmas fund. Then, after 
you've sold the idea, you can pay it 
off with the money-laden tree." 

Williams, a big chubby man with a 
grey streak in his wavy brown hair, 
added some comments. 

"The whole trick to these tv com- 
mercials is whimsy. This account is 
a 'fun' account, but the humor can't 
be slapstick. It has to be believable. 
Something that might happen. Look." 
He pointed to the storyboard, where L 
had carried the idea of a star on top 
of the tree over to a star on top of the 
bank. "This isn't really believable. 
There wouldn't be a star on top of the 
bank like that. 

"But," he added thoughtfully, "the 
Christmas tree idea has a lot of 
possibilities." 

Later that day, my storyboard went 
into the creative hopper at a huddle 
of the radio-tv staff. My week at C&W 
was up before 1 could find out what 
finally happened to my brainchild. 
However, 1 like to think this December 
I may accidentally snap on my tv set 
and see a suddenly-familiar Christmas 
tree laden with grease-penciled dollar 
bills saved up at the Bank of Manhat-. 
tan Co. 

% % % 

My last two days at Cunningham & 
Walsh were pretty hectic. 

I sat in on bull sessions in the radio- 
tv department. I drank coffee (free!) 
at C&W's eat-in lunchroom. 1 wandered 
through the art department and 
watched everything from ads for inex- 
pensive, fast-turnover Chesterfield and 
Super Suds to luxury cruises on Amer- 
ican Export Lines being produced. I 
lunched with John Sheehan in the 
swank pseudo-Mediterranean atmos- 
phere of the nearby Tu-cany. 1 wrote 
a set of three radio commercials for a 
morning newscast that Xorthwest 
Orient Airlines sponsors up in Ancbor- 
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age, Alaska. I sat in on a ''quickie'" 
media-buying session of the Liggett & 
Myers group and listened to them dis- 
cuss the problems of evaluating new tv 
station additions to the Dragnet lineup. 

I suddenly realized it was Friday 
afternoon when 1 noticed an employee's 
time sheet, for the week beginning 8 
March, sitting in the "In" box on my 
desk. 

I just sat and smoked an L&M from 
the pack I had swiped in Jack Cunning- 
ham's office and looked at that time 
sheet. I had been running around the 
agency so much, I decided, somebody 
in the payroll department probably 
figured I really worked there. 
* * * 

As I rode down from the fourth 
floor to the lobby, I felt a slap on the 
back. I turned. It was Tom De Huff, 
the agencyman I had met at 5:30 
on Monday morning. 

"Let's go grab a 'Commuter's Spe- 
cial' at the Turkey," he said. 

I agreed. We got off and went 
through the big stainless steel door in 
the lobby into the New England decor 
of the White Turkey, restaurant at 
260 Madison. 

We edged our way through the 
crowd at the bar, and perched on two 
big green barstools. A bartender with 
a slightly harassed expression came 
over. 

De Huff turned to me. "What'll it 
be?" 

It had been a long week. I was in 
no mood to be original. "Rye and 
ginger ale," I told the bartender. 

"The same," said De Huff. 

In a moment or two, the bartender 
was back. He poured rye from jiggers 
into the highball glasses. Then he 
reached for two splits of ginger ale. 
Canada Dry ginger ale. 

"What's this?" said De Huff, eyeing 
the splits. 

The bartender looked a little startled. 
"We got their advertising agency up- 
stairs. J. M. Mathes. So, we stock 
Canada Dry." 

De Huff looked past the two bottles, 
then at the bartender. 

"Got any Cliquot Club?" 

"Nope," said the bartender, "we 

don't get much call for it." 

"You will," said Tom De Huff. 

★ ★ ★ 

• Do you like the personal touch? 
Would yon like more stories from 
inside radio-tv firms? SPONSOR 
invites your comments. Write 40 
E. 49th Si, 
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SPOT CARRIERS 

(Continued from page 41 ) 

rier buys with spot or other types of 
network campaigns hut it's my opinion 
that the better spot carriers will beat 
any kind of radio buy when it comes 
to the cost of reaching a radio home." 

Admen point out, however, that this 
tvpc of spot-carrier plan should not he 
bought only on the basis of co-t. One 
account man told SPONSOR: 

"1 would never advise a spot carrier 
buy if the client is going to depend 
solely on it. 1 see spot carriers as a 
supplementary buy. They should not 
be expected to Cam the major part of 
the advertising load or spearhead the 
basic pitch. Once jou've put your 
name or sales message across, the spot 
carrier is terrific as reminder adver- 
tising because it gives \ou plentv of 
coverage at low cost." 

The reason agencies hold up a finger 
of warning is that this Upe of spot- 
carrier coverage tends to be thin. To 
carry on the comparison cited above, 
the advertiser who buys one participa- 
tion in three shows won't reach each 
home as many times as the buyer of 
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a full show. The latter reaches fewer 
homes, other things being equal, but 
he readies them more times, so that 
his penetration is more effective. 

The Schwerin Research Corp., with 
years of experience in testing the ef- 
fectiveness of commercials, summed it 
up this way for SPONSOR. Said Hor- 
ace Schwerin: 

"The first consideration for any ad- 
vertiser is to define the story he wants 
to tell and then determine how much 
time be needs to tell it. For a number 
of reasons the time required varies 
wideh for different products. Some 
products need the two or three com- 
mercials of a show to say what has 
to be said with maximum efficiency; 
others are most efficiently told in as 
little as 20 seconds. 

''Some products with two or more 
uses gain more from devoting two 
commercials on a single program to 
the^e uses rather than promoting them 
separately at different points in time. 
That has been true in tests we have 
run for drug products, where the big 
gain from having their own program 
has been in achieving higher remem- 
brance of other attributes about the 
product rather than of what the prod- 
uct can be used for. 

"Studies we have done for several 
clients who make a variety of products 
have shown that all the products can 
benefit from being associated together 
in one program, particularly if they 
can be tied together under one over- 
all theme related to the sponsor's 
name. Some of the appliance makers 
are good examples of this. 

"On t lie other hand, of course, some 
'families' are essentially not harmoni- 
ous enough to benefit from this ap- 
proach; food companies that also 
make dog food would be an evident 
example of tlii-." 

The pro's and con s of spot carriers 
often revolve about the question of 
how important it is for the commercial 
to be integrated into the program. 
Says Schwerin: 

"Much consideration has been given 
to the possibilities of 'integration.' use 
of the star and so on. to the neglect 
of what is perhaps more fundamental 
because more inclusive — the ability of 
the program to establish the proper 
environment. This is needed more hv 
some products than by others, depend- 
ing on the nature of their claims, the 
kind of salesman they can use to best 
advantage and similar considerations. 



"Tho 'flavor, taste' concept, for in- 
stance, can benefit greatly from being 
on a show that sets up the right en- 
vironment. Products with no well-de- 
fined mood and with sales points that 
are not demonstrated are less apt to 
gain much from having their own pro- 
gram, at least on television, where un- 
imaginative reiteration has little ef- 
fect on the viewer." 

A good number of agencymen feel 
that while an advertiser who shares a 
network program with other products 
loses a certain amount of program 
identification there is enough identifi- 
cation left to be merchandised if the 
advertiser really wants to take the 
trouble. Sponsors of Godfrey, Garry 
Moore, Sid Caesar and Imogene Coca 
use these stars in point-of-sale pieces 
and print advertising. And where there 
is no big name connected with a spot- 
carrier buy the advertiser finds he can 
still take advantage of his buy by 
pointing out to dealers how active he 
is on the air. For this purpose a pro- 
gram name is thought more effective 
than a list of markets would be in a 
spot buy. 

Most advertisers have gotten over 
the feeling that sharing a program 
with other clients takes all the value 
out of it. That feeling was a hang- 
over from the old radio days when it 
was unheard of to cosponsor a show 
and when single sponsorship fitted the 
economics of network radio. 

During the 30"s. however, the ad- 
vertiser could not jump into network 
advertising on a moment's notice, 
which is what spot carriers permit on 
both radio and tv and which is one of 
the big reasons advertisers use them. 

"The spot carrier is ideal for a cli- 
ent who has to be fast on his feet,'' 
said an agenc\ man. "This is especial- 
ly true of auto advertisers these days. 
The spot carrier is perfect for an- 
nouncing new auto models. The auto 
advertiser wants to come in for a short 
time and he wants to spread the word 
around to as many people as possible 
that his new car will arrive or has ar- 
rived. Copy before the car arrives 
doesn't have to he detailed and techni- 
cal or penetrate deeply. The point is 
ju>t to get coverage." 

Buying a network spot-carrier an- 
nouncement is a simpler operation 
than buving the same number of sta- 
tions on a snot basis, admen point out. 
Said one: 

"No agency buys a spot carrier just 
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because it takes less time and involves 
less paper work. But you can't over- 
look the fact that these plans let you 
see what you're getting." 

Said another: "Those spot carriers 
are handy to have around. They're 
nice for a guy who doesn't have much 
money and it's nice to know you can 
jump into the networks in a hurry if 
you have to. Of course, one of the 
reasons they're readily available is that 
the} 're seldom sold out. If they ever 
get sold out and the advertiser has to 
wait a long time for an availability 
there would be no reason to use them 
for short-term ad blasts. National spot 
would be better.'' 

While the comparison of spot car- 
riers and national spot inevitably 
comes up in discussions with admen a 
number of those queried by SPONSOR 
regarded such comparisons as a waste 
of time. The consensus was, briefly, 
this: 

Network and spot are different me- 
dia, used for different purposes. If 
you want flexibility in your markets, 
time periods and message, then there 
is no argument. The answer, obvious- 
ly, is spot. If you want high cumula- 
tive audience figures, if your message 
doesn't vary by markets, if you're sat- 
isfied with a limited amount of pro- 
gram identification, then you can use 
a spot carrier. 

One attitude that occasionally pops 
up is that the radio networks are just 
using spot carriers to get rid of un- 
salable time, the implication being that 
if it is unsalable, there is something 
wrong with it. This argument is aimed 
particularly at nighttime radio spot 
carriers. 

The fact remains, however, that 
some of the top air clients are now in 
nighttime radio spot carriers. Exam- 
ples: P&G is in both MutuaPs Multi- 
Message Plan and the CBS Power 
Plan; R. J. Reynolds has been a par- 
ticipant in the Mutual plan for almost 
two years. 

The spot carrier seems not only des- 
tined to stay but has been expanding 
rapidly in both radio and tv. This 
month saw two new carriers on day- 
time tv alone, Home on NBC and the 
Morning Show on CBS. NBC Radio's 
new radio participation blueprint en- 
visages nearly 24 hours a week of pro- 
graming offering announcements for 
sale. In addition to the current '"Three 
Plan" plus Weekend, Road Show and 
Big Preview, NBC is preparing, for 4 
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April debut and with the approval of 
its Radio Affiliates Committee, four 
new programs. The network has the 
go-ahead from the committee to make 
these four shows as long as three hours 
each. At leas»t one of these will he at 
night. 

In proposing the new spot carriers 
NBC Radio suggested the establish- 
ment of all participation programs a- 
a class of NBC Radio network pro- 
grams, with >pecific compen-ation for- 
mulas for stations and special rules 
about co-op sales. The new rules pro- 
vide that "in any segment where at 
least one network participation ha- 
hcen sold, the stations may sell any 
cued announcement on run of sched- 
ule, i.e., subject to immediate removal 
to another un old availability. . ." 

ABC Radio, which has been trying 
to find some kind of spot-carrier idea 
to replace the Pyramid Plan, recently 
came up with a "half sponsorship" 
idea. For the first time the network 
will sell its 15-minute shows in hahes. 
Included in this is Ever Since Eve 
in the morning and ABC's four 15- 
minute shows in the o:00-9:0() p.m. 
slot. ABC s new d.j.. Martin Block, is 
being offered in chunks during the 
afternoon. * * * 
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BLOCK'S MEDIA TESTS 

{Continued from page 50) 

1. The objective is determined. 
What is going to be tested — media, 
copy or both- -has to be established. 
This is an important first step, for 
it's ea«y to w ind up testing copy when 
it's media \ou want to test, or vice 
versa, Abrams sa)s. 

2. Test markets are chosen carefully. 
At least two and preferably thrpe cities 
are used. Reason: So many things can 
go wrong in one. Quite often Block 
Drug has had to eliminate the results 
from one of the cities because of an 
unexpected occurrence that invalidat- 
ed all the returns. In choosing mar- 
kets Abrams follows certain principles 
such as getting cities that have a di- 
versified industry and using isolated 
markets where there's no overlap. For 
example: Block Drug never uses Pater- 
son. X. J., for anything it does there 
would be affected by New York ad- 
vertising. Instead it will take a city 
like Davton or Columbus, which are 
self-contained and medium-sized. It 
also avoids cities that are too far 
away, such as on the West Coast. It 
doesn't use New England (except for 
Hartford. Conn., "w hich is a very good 
test city'*) because of the conserva- 
tive nature of the people, who are 
slow to change. By the same token, 
the South is a poor testing ground for 
Block Drug, for it feels price is sir h 
a factor there that the product must be 
priced low to have a chance of success. 

3. The media facilities of the city 
itself are checked. Today, for exam- 
ple, it is important for Block Drug to 
have tv stations in test markets. And 
if it's a tv test, it tries to avoid single- 
station markets. The reason is it wants 
to be able to extend the test results to 
the rest of the country, and the im- 
portant single-station markets are 
shrinking rapidly. As for other media, 
the city should have comparably good 
newspaper and radio facilities. 

4. The cooperation of dealers and 
wholesalers is obtained in advance. 
A market had to be dropped in one 
test some time ago when the whole- 
saler refused to cooperate after it 
began. 

5. Distribution is checked carefully 
against advertising coverage. There is 
no point in testing unless you have 
the merchandise in the stores. Ahram;. 



feels. For example, tv's coverage fre^ 
quently exceeds an advertiser's distri- 
bution. The result is that would-be 
buyers get annojed. Abrams recalls 
that Senator Leblanc had a> different 
theory for Hadacol he advertised to 
get distribution — but Abrams doesn't 
particularly agree with it. 

6. Sales are tabulated through a 
store audit. Block Drug wants to know 
sales before, during and after the test. 
It u=es M. A. Wallach Research of 
New York to check stoek and invoices 
and determine the movement of goods. 
Abrams cautions that the audit must 
be run long enough to determine the 
"before" and "after" effect. Otherw ise 
you have no base against which to 
measure results. 

In summary, A brains' advice is: 
"Use markets typical of the U. S. so 
that anything you do can be extended 
nationally. Otherwise \ou won't be 
able to repeat your local success on a 
larger scale. But in assessing the re- 
sults of one inter-media test, don't 
project them blanket-like to all parts 
of the country. You'll find results dif- 
fer not only from one market to an- 
other, from one medium to another, 
but also from one product to another. 
That's one reason you have to keep 
testing." 

He warns, "When your test results 
are in. don't accept the statistics blind- 
ly. Use good common sense and ques- 
tion anything that looks out of line. 
For example, in a recent test one city 
looked surprisingly poor in compari- 
son with two other cities in the same 
grouping. Reason? One of the stores 
had run out of merchandise in a cer- 
tain size and this temporary out-of- 
stock situation di-tortcd the entire re- 
sult. When this store was removed 
from the auditing panel, the city lined 
up with its two companion test mar- 
kets." 

Another important consideration, 
Abrams adds, is to see that experts — 
not beginners — interpret figures. "One 
firm. 1 recall, spent thousands of dol- 
lars in a test operation, then turned 
the facts and figures over to a trainee 
for interpretation, with the general in- 
struction. 'Write us a report on this!' " 

Finally. Abrams says, "Don't forget 
the cost factor. Often the results of 
tests are so outstanding that the cost 
of attaining them is overlooked. Work 
out the advertising-to-sales ratio care- 
fullv!" * * * 
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49TH & MADISON 

(Continued from page 35) 

eussion point with my public relations 
committee. The) usually think of tv as 
everything in a three-station television 
town. 

John D. French 

Director Public Relations Dept. 

The United Appeals of Franklin 

County 
Columbus 

• SPONSOR has published many article* on the 
subject of radio's vitality in tv markets. These 
are available at a small charge. 



REPRINT PERMISSION 

The Advertest Bureau suggested that 
I secure permission from sponsor to 
reprint several charts which appeared 
in your publication. 

The charts are from an article en- 
titled, "Tv feature films: 1953" from 
the June 15, 1953 issue on pages 41 
and 42. 

I would like to reprint these charts 
giving credit to SPONSOR in my forth- 
coming book. Tv Film Buying Essen- 
tials. 

Congratulations on the fine job done 
hi the January 25, 1954 issue of spon- 
sor on the "1954 report on tv film." 
It may interest you to know that 1 am 
teaching a course in tv film buying, 
believed to be the first in the country. 

Elder F. Preiss 

Director of Tv 

American Telecasting Corp. 
Hollywood 

M SPONSOR allows reprinting of material pro- 
video" permission is requested in writing and 
credit is given. 



TV SET COUNT 

We found the story. "Big tv prob- 
lem: counting the sets" [22 February 
1954, page 27], an interesting one, a 
story that even disturbed us a little. 
For many years we have done our ut- 
most to inform interested persons of 
the "true facts" about Shenandoah 
Life Stations, Inc. However, at times 
•this is difficult to do when it is neces- 
sary to depend on surveys and projec- 
tions that differ. 

Here are two differing set counts 
for the WSLS-TV area (Roanoke, 
Va.), for the same time period to il- 
lustrate what we mean: 

The RETMA set count figures for 
December 31, 1953, are, Grade "A." 
73,314; Grade "B'\ 39,453: Bonus 0.1 
MV/M, 120.609— for a total of 233.- 
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artention-gefting IMPACT! 

* SACRAMENTO 



SAN JOSE 



FRESNO i 





San Jose Studios 
P. O. Bo« 967 
Sin Jose, Calif. 



San Francisco Studios 

Hotel Lanlershim 
San Francisco, Calif. 



.Represented by John E. Pearson Co.. 
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Ask 0 
•Hal tiolwan Co. 



■4 




• ROCKFORD 



5000 WATTS AT 1380 
"BASIC 
INDEPENDENT" 



128 



371 sets. The CBS-NieNen Stud} fig- 
ures for iNo\ ember 1, 1953 are a? fol- 
low >: Grade "A"', 7JS.270; Grade "IT, 
4,1310: Bonus 0.1 MV/M, 125.210— 
f«»r a total of 25UI20 sets. That's a 
discrepancy of IB,416 sets between the 
two surveys. 

FlilCI) L. CORSTAPIl NEY 
Director from. & Mcrch. 
W'SLS-Tl- , Roanoke, 



FOREMAN FAN 

Your magazine always affords me 
great pleasure and a great deal of in- 
formation about other facets of the 
broadcasting industry that 1 wouldn't 
otherwise have access to. 

One feature 1 particularly enjoy is 
Bob Foreman s "Agency Ad Libs." 
Right more times than wrong, in my 
opinion, his column is. uniquely 
punchy, provocative and pleasurable 
reading. 

Budd Wilds 

Program-Sales 

CBS Radio, iXetf York 



RADIO SET SALES 

Thanks for the article. "Radio set 
sales lead tv by 69°^ in big tv mar- 
kets" [25 January 1954, page 301. 

What's the cost of 200 reprints of 
this page — we think it's terrific and 
congratulate SPONSOR on passing this 
information down the line. 

George W. Patton 
General Manager 
IFBML, Macon 

• Co -I «f 2 (HI reprints of the article mentioned 
a!>o\ »• it- SI O. Other quantity prices on request. 



FAITH JUSTIFIED 

Television station operators can 
readily justify their faith in the me- 
dium in the light of an article in the 
February 21 edition of The New York- 
Times Magazine Section. It reads in 
part, "Important as television is right 
now ... it will be even more impor- 
tant in the adult world of today's chil- 
dren." It is suggested to parents that 
they make telev isioii a family activity 
and discu«* programs to help the child 
become a discriminating viewer. This 
is more than tacit testimony to the 
present and future potencv of our 
medium. 

Jay Hoffkr 
Promotion Manager 
IF JAR-TV, Providence 



RADIO/TV DIRECTORY 

We would certainly appreciate it if 
you would be kind enough to send us 
10 copies of your ''Radio and Tv Di- 
rectory." We can definitely put these 
additional copies to good use here at 
WMIVTV. 

Frank M. Delvaney 

I 'ice President & General 

Manager 
WMIS-TV 

St. Paul-Minneapolis 

t> Copies of SI'O.NSOK's "It ail in anil Tv Direc- 
tory" are available frri- of rharge to subscribers. 



RADIO STORIES 

This is just to tell you that I think 
the two article.-, in the December 14 
issue. "How six big spot clients use 
radio" [page 30], and "Who listens 
. . . where . . . when . . . why" [page 
36], are two splendid things. 

I know you must feel SPONSOR is 
doing a nice job. We join here in 



agreeing with you. 



Rocan Jones 
President, KVOS 
Bellingharn, Wash. 



INDEPENDENT STATIONS 

Somewhat late 1 am w riting to thank 
you for the article, "How to get the 
most out of an independent station," 
[28 December 1953, page 44]. I feel 
that it will help the industry get a 
proper perspective on independent 
broadcasting. 

The members of AIMS have been 
very happy about the story and are 
proud to be identified as bellwethers 
in the field. 

Rollo H. Berceson 
General Manager 
KCBC. Des Moines 



BANKS ON RADIO 

Thank you for the article, "Why all 
11 banks in Kingston use radio" [30 
November 1953, page 32]. 

1 am currently using it in a cam- 
paign to get all four independent fi- 
nancial institutions in Sacramento on I 
the air and hope to have a sequel story I 
for y ou soon. 

Jay Elson 
Account Executive 
KXOA. Sacramento I 



• A limited number of extra eopie* of the 30 
November 1953 issue are available at SOe a ropy. 
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SPONSOR ASKS 

(Continued jrom page 97 I 

would look on baseball as a greal op- 
portunity for product promotion in 
our California area. 

The champion Holl) wood Stars un- 
der colorful manager, Bobby Bragan. 
furnished the perfect background for 
Seven-Up advertising over radio, in 
outdoor posting, on buses and street 
cars, and at point of sale in the stores. 

Through Mogge-Privett, Inc.. I os 
Angeles advertising agencj. who have 
Worked with us for many years, we 
arranged to broadcast all games of the 
Hollywood Stars at home and on the 
road, plus early season exhibition 
games. Sportscasting as well as the 
commercials were done by veteran 
sports announcer, Mark Scott, over 
KFWB. 

Twenty and 30-seeond spots were 
used also on five Los Angeles, Pasa- 
dena and Santa Monica radio stations, 
including singing commercials and live 
selling announcements throughout the 
season. 

Outdoor advertising employing 
100% showings on alternate months 
in all important cities and towns 
throughout Orange and Los Angeles 
Counties merchandised the programs. 
Nearly 300 poster locations during the 
baseball season were sniped eacb 
month with the message "Hollywood 
Stars— Baseball, 980 KFWB." It was 
not possible to create special outdoor 
posters in view of the national outdoor 
program of the parent company; 
hence, the need for these special base- 
ball snipes. 

A special Seven-Up painted bulletin 
on the left field fence at Gihnore Field 
offered $100 to the Hollywood player 
■hitting a round target which was a 
part of the bulletin. Early in the sea- 
son, players of the Stars collected !s>400 
for these target-hitting home runs. 

Shortly after the season got under 
way, the Seven-Up Co. started to spon- 
sor Little League baseball teams. Tre- 
mendous interest was developed in the 
communities in which Seven-Up spon- 
sored teams. 

Pictures of a number of Hollywood 
Stars players -were used by Seven-Up 
in publicity stories, showing players 
teaching youngsters the fundamentals 
a[ the game. 

The climax of Little League activity 
Was the telecasting over station KHJ- 
TV in August of Region 8 final champ- 
ionship games by Seven-Up. Wide in- 



leti'ft in (he telec;i-t ;md tin- uttiMnilh 
good attendance ;it the Little League 
Park in Santa Monica made m:ui\ new 
friends for Seven* I p. 

W hen the ba>eball sea-on closed in 
the fall, the Seven-l p Co. stepped in 
with a radio »portscast by Mark Nott 
for 15 minutes, six day per week, 
which was also aired on KFW B, the 
Hollywood Stars broadcast outlet. This 
popular feature is still going strong 
at this writing. 

Ample supplies of store <lispla\ ma- 
terial are in continuous u>e with the 
Sevcn-l p route salesmen. Bottle Hang- 
ers, wall signs, cutouts and price cards 
are regularly used. To this material 
was also added, as a result of baseball 
activitj, Seven- 1 p Hollywood Stars 
baseball schedules. Midlers for cases, 
case cards, bumper strips and window 
banners. 

While 1953 was the first time the 
Seven-Lp Bottling Co. of Los Angeles, 
Inc. sponsored baseball broadcasting, 
the sales results were so favorable that 
the company has already signed for 
both rights and radio time for the 
Hollywood Stars games in the 1954 
season. E\en though the tab for this 
year's deal is somewhat greater. Seven- 
L T p management believes it can make a 
greater utilization of baseball in sell- 
ing its product than in 1953. 

In addition to sponsoring ba-eball. 
Seven-Up underwrites an increasing 
number of Little League baseball 
teams. 

The Seven-Up Youth Foundation 
was set up to sponsor these non-com- 
mercial baseball activities for boys. 
The new spapers have been generous in 
their praise of this youth program. It 
is our belief that more baseball inter- 
est by the youth of America will mean 
far less juvenile delinquency in the fu- 
ture. 

According to newspaper accounts, 
there were more than 4,400 youngsters 
at Gihnore Field for the first Seven-l p 
Baseball School in February. I nder 
the direction of Babe Herman, former 
Big Leaguer and now a \ ankee Scout, 
assisted by more than 15 Coast and 
Big League stars, rapt attention was 
given bv the youngsters to instructions 
dealing with pitching, catching, infield 
and outfield positions. 

It is Babe Herman's plan to conduct 
neighborhood baseball schools for the 
Seven-Lp Youth Foundation to help 
interested youngsters in all parts of the 
Orange-Los Angeles Counties territory 
of Seven-Up. 



RWJJ 



"Oregon Country 
Happy Hunting Ground 
for Smart Advertiser." 

Take it from KWJJ — Chief of 
the Northwest Independents — 
there's good hunting for adver- 
tisers who want buyers with 
"plenty wampum". Advertisers 
plenty smart who use KWJJ for 
spot announcements with "big 
sell" in "big" country. *S)fh 

National S^XltV& 
Representative C~, t ^\^t 

BURN-SMITH CO., INC. Wf -/#}^5 




1011 S.W. 6th Ave. x^TI °^ 

PORTLAND 5>Sl^ s 
OREGON , •, 
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R E G I O N A L 

RADIO WOW 

First In all Periods!* 



6-10 a.m. 



WOW Pulse 8.3 




WOW Pulse 8.7 





WOW Pulse 10.4 



B station 6.3 
C station off air 
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OMAHA sh • nk 

A McredHh Station 
JOHN IIAIR t CO.. Rep. 



CAPITAL «^ 



Capitalize on lhe finest loca- 
tion in Washingion by making 
the Raleigh your headquarters 
for business and pleasure Fn- 
icrtain your associates — Pall 
Mall Restaurant, Raleigh Cock- 
tail Lounge, Old English Tav- 
ern. Ho near ro Government 
Huildings, downtown stores. 

Special Courtcsfcs to 
HONEYMOONERS! 

OTHER MASSAGL1A HOTELS: 
SENATOR, Sacramento, Calif. 
MIRAMAR, Santa Monica, Calif. 
EL RANCHO, Callup, N. M. 



.WASHINGTON 4, D. C. 




On Famous Pennsylvania 

Ave. at 12th Street N 
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MILESTONES 



BMI 

M'rios 



introduces a new 
of 1934 program 
continuities entitled "\Wit*- 
xfanf.s*" . . • nimpli'U' half- 
hour >how — roiidv for im- 
mediate u>< smooth, well 

written ponliinirt* for a 
variety of n«-t«*. 
"WilVsroncx" U serxieed to 
all HIM! lieeiiM cl stations 
once eaih month, four to 
>ix. weeks in iulvsmee of 
program date. 

•\WiiWoru\<'* for March: 
• Broad Stripes and Bright Stars" 
"The Fall of the Alamo" 
"|ohnny Applcsecd" 
"St. Patrick's Day" 

",Wi«VsforirV" for April: 
"April Fool" 
"On A Sunday Afternoon" 
"Jefferson— Apostle of Democracy" 
Thomas |effcrson 
"Easter's For All of Us" 
Easter Sunday 

■».Witr.lon««" ■'« arailaM* for mm- 

mrrrM iprntwrthip '<•<• ? nur 

local tlation Jor delall' 




We know that baseball broadcasting 
lulps Seven-Up sales and our youth 
urogram aids in building good future 
citizens. 

Cooperation front the radio station 
in the way of extra poster messages, 
announcements and newspaper ads, 
aided nialeriallv in tin* success of our 
program hist vcar mid augurs well for 
tbi< \ car's activities. 

Jim Smith 
General Manager 
Seven-Up liollling Co. 
of Los Angeles 



There are many 
ways that spon- 
sors use merchan- 
dising, point-of- 
purchase and oth- 
er promotion 
ML^^m plans to integrate 

\£ . their over-all ad- 

Mr. Hauser patgn. Many ad- 

vertisers are find- 
ing, however, that no matter how im- 
aginative or brilliant the tie-ins with 
baseball sponsorship might be. the 
most important single thing is the 
baseball broadcast itself. 

1954 marks the fifth consecutive 
year that the Mutual Broadcasting 
System is broadcasting daily play-by- 
play de criptions of major league base- 
ball games. The Game of the Day 
programs, conceived by MBS sports 
director Paul Jonas, were first aired 
in 1950. Offered on a cooperative ba- 
sis to local advertisers, the Game be- 
came a most successful selling medi- 
um for both local and national ad- 
vertisers. Proof of its success lies in 
the fact that 75'r of Game sponsors 
have been coming back fur five vears. 

The Game is offered in non-major 
league areas. Broadcasts are carried 
front thirteen major league parks. In 
the event a scheduled game is rained 
out, Mutual has stand-by crews in v a- 
rious cities ready to 1 roadcast at a 
moment's notice. 

With 425 stations set to carry thi> 
years Game programs. MBS expects 
to attract more than 4.000 sponsors, 
And as was the case in 1952 and 1953. 
FalstafT Brewing Corporation of St. 
Louis. Mo., will sponsor one-half of 
the Game of the Day on alternate day s. 

Last vcar 1 1953 J approximately 
3.000 sponsored periods were used on 



the Game schedule. High among users 
of these baseball programs are auto- 
mobile dealers, gas and oil companies 
and automobile service stations 

These Game of the Day broadcasts 
have become increasingly popular. 
Last season this MBS feature reached 
more homes, more often than in any 
previous year since its inauguration. 
The average daily rating (Sun.-Sat.) 
in 1953 was 10.2 as against 7.7 in '52, 
a 32' r increase. The total weekly rat> 
ing (Sun.-Sat. I in 1953 was 71.4 as 
against 56.9 in '52, a 32 r r increase. 
Cro.-s homes reached per week in 1953 
totaled 7.009.000 as compared to 5v 
398.000 reached in 1952. And these 
audience totals do not include the im- 
portant out-of-hoine audience. 

An interesting statistic offered by a 
MBS southern affiliate revealed that 
"farmers' wives have become baseball 
conscious." \o doubt due to Mutual's 
Game of the Day programs. 

In addition to games, Mutual also 
offers five-minute Warm-Lp segments 
before game time and five-minute 
Scoreboard sessions following the 
broadcasts. Among national advertis- 
ers using these periods have been R. J. 
Reynolds. Yitali*. General Mills and 
Gillette. R. J. Reynolds is sponsoring, 
for the fifth consecutive year in 1954, 
the Camel Scoreboard segment seven 
days each week following the Game 
broadcasts. 

Bert J. Hauser 

} ice President, Co-op Programs 

Mutual Broadcasting System 

New York 




Last year, our 
company's spon- 
sorship of the 
Washington Na- 
tionals on radio 
and television 
was just the point 
of embarkation 
from which we 
launched an all- 
out promotional 
program to sup- 
port our dealers. During the course 
of the baseball season we conducted 
two major consumer contests aimed at 
strengthening our position in the Dis- 
trict area and enlarging the perimeter 
of our distribution territory . To help 
the front line advertising salvos which 
radio and television were firing we 
coordinated this effort with a comhina- 



Mr. Hoffberger 
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BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 



lion of (fetUw merchandising aids, 
sales promotion csjiJoitatimi and solid 

sides eferfi 

This y«Mr sarvjB become a little more 
ei i Lull Ll ions, Nitl tnih have we renewed 
sponsorship iff rlie Washington Na- 
tionals, on radio ntu\ television hul we 
will fee [iTtvileged to sponsor the broad- 
casts and telecasts of the Baltimore 
Orioles, our new hemic town major 
league team. 

Gmtig hfick In ]ji*t year, this is what 
we did : 

Our first consumer promotion was 
a ''Favorite Hayer" election contest 
open to everybody of legal age in the 
Washington -National area. We offered 
,"51 Fan prizes, four oF which were U.S. 
Savings Donds. To add a dash of col- 
or to the affair, we agreed to double 
ihe denomination of the Savings Bonds 
if the winners wen- in the ballpark the 
night of (he collier— or arrived at the 
ballpark within half ?m hour after their 
names were announced on radio and 
television. This U\iA had a wholesome 
fdTwl nn game attendance as well as 
increased I i $ te 1 1 ersh i \\ 

An important part of the promotion 
was I ringing in llir retailers at the 
point of action. We provided them 
with entry ballots, ballot boxes, and 
supplementary point of purchase ma- 
terial. To add to the momentum, a se- 
ries of newspaper ads was placed to 
complement the radio and television 
spots used on the baseball programs to 
promote the contest. Fleet center field- 
er Jim Busby was elected the fans' 
favorite and received a brand new 
Packard car. The more than 1,000,000 
ballots cast in this election «ave us 
an indication of its success. 

Later in the season we ran another 
contest. This time we gave the fans a 
chance to exercise their ingenuity. 
The) were asked to write on the free 
entry blanks they got from their Na- 
tional Bohemian dealers, '"Boh's a Hit 
with me because , . " (National Bo- 
hemian is also promoted as Boh). The 
first prize winner received two choice 
tickets for every World Scries game 
plus living and transportation allow- 
ances for herself and her husband. 
When the results were tallied, there 
were more than 40,000 people who en- 
tered this contest. 

At National, our interest in baseball 
does not die with the autumn leaves. 
We try to maintain fan enthusiasm all 
year round. On Thanksgiving Day a 
full page ad was placed in two Wash- 



ington dailies wliicli depicted mil Ml. 
Boh trademark pulling on a Inikcv 
wishbone hoping for a hang up M-ason 
for the Nats, wliilc his son> were tug- 
ging ana; on the oilier side of the bone 
dreaming of season ticket - for the com- 
ing year. 

Currently, to lend htipetu- to the 
Baltimore Oriole season ticket drive 
we are utilizing our radio and televi- 
sion program properties to encourage 
the fans to support their new team by 
getting their >eason tickets earls. 

This year we're planning a number 
of exciting and different promotions 
in the Baltimore- Washington radio and 
television areas. Our formula for co- 
ordinated action among the force- of 
selling influence, however, will remain 
the same. Here's hoping we can tell 
you a succes« story next \ear? 

jEROLu C. HomiKKGEH 
President 

National lireinn^ Co. 
Baltimore 



ROUND-UP 

(Continued from ptge 10 1 I 

More life insurance companies are 
using spot telev ision. The tv division 
of Edward Petry & Co. reports that 16 
insurance companies were on spot tv 
during the third epiarter of 1953 — 
twice as many as during the first epiar- 
ter of 1952. 



Last year's increase in radio homes 
was nearly double the 1952 radio 
homes increase according to A. C. 
Nielsen Co. On 1 January 1954 there 
were 46.646.000 radio homes — 98.1 r /o 
saturation. Television saturation on 
the same date was estimated at 61.6%. 



The Washington State Association 
of Broadcasters sa\> that its two-day 
copy clinic held in Seattle recently was 
"the first outright copy clinic to be 
sponsored by broadcasters in the con- 
tinental United States." 



KJBS, San Francisco, warns that 
program ratings for the city of ban 
Francisco cannot be projected to a 
station's entire service area. It's send- 
ing advertisers a report of radio listen- 
ing for the whole "San Francisco 
area 1 ' to prov e its point. 



"KOWL is the most 

POWER PACKED 

station of its kind* 
in America!" 




•Serving the Negro. Mexican and Mexican- 
American markets of Greater Los Angeles 
and Southern California— more than 1 000 - 
000 buyers! 
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Representatives 

George W Clark, lnc 

Chicago. New York 
Daren F. MeGavrcn. 

San Francisco 
Dora- Clayton, Atlanta 



4128 Wilshire Blvd., Los Angeles 17, Calif. 
TE. 0-5152 






TISKET-A-TASKET 
A green ond yellow bosket — 
I wrofe a letter to my friend 
and on my way I lost it — 
/ lost it — 

The great Kansas City primary 
trade area served by The 
KMBC-KFRM Team is just one 
huge green and yellow basket. 
A MARKET basket - filled to 
overflowing with the green 
and yellow of things growing 
and ripening to be exchanged 
for "long green" currency 
and for "gold" coins. 
You can enjoy the harvest 
in the Heart of America — the 
year around! Write a letter 
wire or phone to your friend 
KMBC-KFRM Kansas City, or 
your friendly Free & Peters 
colonel. The letter won't get 
lost. It'll pay a BIG profit 
TTjjjryJ because the folks in 

the Kansas City primary 
area are buying the 
things they hear about 
on the radio station 
they listen to most 
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WTVP 

CHANNEL 17 
DECATUR, ILLINOIS 



SOLID COVERAGE 
IN THE HEART OF 






PROSPEROUS 
CENTRAL ILLINOIS 



WTVP 

CHANNEL I 7 
DECATUR, ILLINOIS 





DELIVERS ONE OF THE 

FASTEST GROWING 
MARKETS IN AMERICA 

SELL IN... 

THE MARKET THAT 
MARKETING FIGURES 
CAN'T KEEP UP WITH! 




National Representative: George W. Clark, Inc. 




Itil'huvii />. lineliit'tj will be president 
and general manager of WXEW, Xetc York, fol- 
lowing FCC approval of the transfer of the station 
from Cherry & Webb to new corporation. Iluckley, 
Horace L. Lohnes I Washington attorney) and 
Harry li. I'layjord < Florida banker) and two 
associates paid $2.1 million cash for the 50 kw 
independent station. Buckley, until last Xoiember 
president of John lilair & Co., says no changes 
in the station's policy are planned. He has been 
in the broadcasting industry for 25 years. 



\ormau Jay. formerly rice president, is the 
newly elected president of Hazel liishop. Inc., 
cosmetics firm. Simultaneously with his election, 
Jay released last year's sales figures. For the 
fiscal period ending 31 October, sales were $10 
million and they're now about 50% greater. This 
rear's ad budget is $5,5 million — most of it 
for television and newspapers. With a net 
profit last year (after taxes) of $601,111, the 
company is spending almost 10 times its 1553 
net on advertising this year. 



f*«nf Adattti. rice president of Meredith 
I'ublisliing Co.'s WIIF\, Syracuse, made neus 
when his tr station bought a radio station — 
reversing the usual order of a radio station adding 
tr. WHEX. one of nation's pioneer tv stations, 
bought WAGE, Syracuse, tor $200,000. Adantt 
says that up to now Meredith's purchases 
hare included ani-tr stations, but this purchase of 
a radio station shows that the company hasn't 
picked up its radio stations as a "by-product" 
and is enthusiastic about radio. 



Sam II. Italian!, rice president of Geyer 
Advertising, Inc., has been elected to the agency's 
board of directors, lie also was appointed super- 
rising e.xecutire on the Xash Motors account and 
will head the agency group on the account in the 
Sew ) ork and Detroit office;. liallarifs first job 
25 years ago was with Geyers Dayton. Ohio, office. 
Since then he has been with Delco, Hudson Motor 
Cars (which, interestingly, recently merged with 
\ash). Conipton Adrertising and, until last August, 
a director of Gardner Advertising's Mew York office. 
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HAVE YOU A DISASTER PLAN FOR YOUR PLANT? 



BOMBS... OR FIRE. ..OR FLOOD. ..OR TORNADO 
I, . you can handle them if you act now. 

Let's face it . . . the threat of war and the atomic bomb 
has become a real part of our life — and will be with us 
for years. Fires, tornadoes and other disasters, too, can 
strike without warning. 

Whatever the emergency is, everybody's going to 
want help at the same time. It may be hours before out- 
side help reaches you. The best chance of survival for 
you and your workers — and the fastest way to get back 
into production — is to know what to do and be ready to 
do it. Disaster may happen TOMORROW. Take these 
simple precautions TODAY: 

O Call your local Civil Defense Director. He'll help 
you set up a plan for your offices and plant — a plan 
that's safer, because it's integrated with community 
jivil Defense action. 

j I Check contents and locations of first-aid kits. Be 
Sure they're adequate and up to date. Here, again, your 



CD Director can help. He'll advise you on supplies 
needed for injuries due to blast, radiation, etc. 
I | Encourage personnel to attend Red Cross First-Aid 
Training Courses. They may save your life. 
I | Encourage your staff and your community to have 
their homes prepared. Run ads in your plant paper, in 
local newspapers, over TV and radio, on bulletin boards. 
Your CD Director can show you ads and official CD 
films or literature that you can sponsor locally. Set the 
standard of preparedness in your plant city. There's no 
better way of building prestige and good community 
relations — and no greater way of helping America. 

Act noic . . . check off these four simple points . . . 
before it's too late. 
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Don't trim your sales 

All economists predict that 1954 is 
going to he the second-best business 
year since ihc war -only a mite down 
from last year. 

let some advertisers are frankly 
worried and thinking in terms of cut- 
ting expenses, including their advertis- 
ing budgets. 

.Main of our readers will remember 
M'O.NSOR s "Let s sell optimism cam- 
paign of 1919- when business seemed 
to he tloing its best to think itself into 
a recession while all the economic 
facts pointed to a boom. 

sponsor's then atherlising director 
traveled about the counLry selling sta- 
tions on the idea of "promoting op- 
timism." SPONSOR editorials and arti- 
cles waged a complementary campaign 
in print. Frankly, the reaction amazed 
even us. (The editorial on the sub- 
ject in the 1 August 1949 issue con- 
cluded: "To rephrase a current popu- 
lar song — 'Baby, it's good in here'.") 

Much the same situation prevails to- 
day. The Korean war is over. I n- 



employ incut is mounting a bit. But 
liquid assets are at record le\els. The 
country is virtually al its peak. Only 
fear in -ome people's mind is clouding 
the horizon. 

It's up to the air media to move 
again into ac tion. As a result of our 
H lYbruarv 1954 editorial. "Let's sell 
optimism.'' WAVE (AM and TV), 
Louisville, lias begun a commereial- 
announcement campaign in radio and 
l\ lo discuss the economic health of 
the nation. Kentucky and Louisville. 
The editorial had talked of F. C. So- 
well, general manager of WLAC, iNash- 
ville, who had written to the jN'AKTB 
and BAB regarding the same theme. 

With the associations and the sta- 
tions behind the idea, the campaign 
to convince the country that good 
limes are ahead should succeed. (For 
si'ONSOK article on subject, see "Storm 
clouds ahead? Don't trim your sales," 
page 46 of this issue.) 

» * » 

The man from SPONSOR 

When sponsor assigned one of its 
veteran writers the job of working for 
a week as a Cunningham & Walsh jun- 
ior executive, we thought of it as a 
combination observation tour and va- 
cation. But Cunningham & Walsh, 
which for several years has been send- 
ing its own key men out to get the feel 
of retail selling, took us at our word. 
They sweated Charles Sinclair. SPON- 
SOR senior editor, through five hectic 
day s of overseeing tv commercial pro- 
duction: writing radio and tv com- 
mercials; silting in on staff meetings. 

Charles' week, in fact started at 4:30 
in the morning Monday 1 March. 

As Charles tells the story I starting 
this issue page 37 1 that w as a cold 



morning to be getting out of bed with 
the chicken> and going down to the 
RCA Exhibition Hall for rehearsals of 
Today. But that was his first assign- 
ment from C&W. 

Charles week at C&W was actually 
inspired by the campaign which the 
agency has been running under the 
headline '"The man from Cunningham 
& Walsh." ( Usually the "man from 
is shown behind a store counter sell- 
ing goods.) We asked C&W if they 
wouldn't help give u- and our read- 
ers — a better insight into the function- 
ing of an agency radio-lv department 
through the eyes of an alert reporter. 

The story Charles Sinclair came 
hack with is not only one that will 
transmit the "feel" of an agency radio- 
tv department: it's also one of the 
most interesting pieces to appear in the 
history of SPONSOR. Charles tells the 
story as if he were sitting across the 
table from you and lies quite a con- 
versationalist. From anecdotal begin- 
ning to anecdotal end, this is a piece 
you'll have fun reading. Along the 
way Charles manages to assemble an 
array of facts, thinking at the agency 
and a look at how thev do things over 
there at C&W which ought to make 
"use ' v alue reading for admen every- 
where. 

SPONSOR plans to continue sending 
members of it~ staff out to work for a 
week — at agencies, in the advertising 
departments of sponsor firms, at film 
companies and elsewhere throughout 
the radio-tv beat. It's part of our con- 
stant effort to keep intimately in touch 
with our business. We hope that we 
help to serve your interests better in 
the process — and any suggestions you 
have for our "The man from SPONSOR" 
series will be studied appreciatively. 



Applause 



Kingan is King 

All 52 radio stations in Indiana (am 
and fm I were joined in a statewide 
hroadcast sponsored by Kingan meat 
products during the final day of tin" 
Indiana High School Basketball Tour- 
nament I 20 March I . 

Kingan wasn't sponsoring the games. 
But right from the Tournament door, 
with 16.000 rabid ba-ketball fans 
toning and watching the broadcast. 



they honored the 50th Anniversary of 
the Indiana High School Athletic As- 
sociation. A documentary plu* the of- 
ferings of two glee clnl s constituted 
the program. 

The "Sell Indiana Uadio" Commit- 
tee of the Indiana Broadcasters Asso- 
ciation sa\> that tin's j> the first time 
that every radio station in a single 
state had I ecu imrcha cd by a sponsor 
at peak listening time. 



As we get it. the sale was developed 
by the alert 1BA. The sponsor was 
excited and delighted, and with rea- 
son. \\ e don't know w hat be expend- 
ed on this saturation broadcast, hut 
its immediate and long-range advan- 
tages are worth nianv times the cost. 

Other sponsors, and other groups of 
broadcasters can benefit by the Kin- 
gan example. State associations: please 
note this, event. 



134 



SP0NS0H, 



NOW No.1 IN THE 



NATION! 



4 



" 



NBC - BASIC 
ABC -Supplementary 
Dumont -Supplementary 



WJAR-TV 

CHANNEL 10 

PROVIDENCE, RHODE ISLAND 

National Sates Representatives — WEED TELEVISION 



The latest Nielsen* study 
shows 89% of Rhode Island 
families own TV sets . . . The 
highest in the nation ... 31% 
above the national average! 

Southern New Englanders 
don't buy TV sets simply because 
they're for sale . . . they must 
like our live-local programs . . . 
17 per day Monday through 
Friday! Proof of our performance! 
"(1,098,189 sets in our area) 



'Report courttsy of CBS TV Research Dept. 



My, how 
you've grownl 




FISH 
STORY 



• • a true one! 




Left, WWDC's Art Brown; Right, Sam Del Vecchio. 

✓ 

Sam Del Vecchio, owner of Frank Del Vecchio & Son sporting goods store, had a problem. 
How could he get the good fishermen of Washington all the way over to his store in the South- 
east section. He solved it the way so many others have found quick and profitable — he bought 
time on WWDC. Now he says: 

"Art Brown and WWDC are my two best salesmen. Fishermen from all Over towri 
drop by here and stock up the very morning they're going fishing. My store is showing 
a healthy increase every year." 

WWDC can help your business grow in the rich Washington 
market. Let your John Blair man give you the whole story. 




In Washington, D. C. it's 




Represented nationally by John Blair & Co* 



